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Rough Proofs General Motors and FTC Asks Probe of Advertising 


claimed 1940 as American Travel 
Year. A lot of his friends on the 
Republican side will do all they can 
to help him make it a success. 


7, Vv FT 


If you get a little weary in cam- 
paign years listening to the speeches 
delivered by statesmen and others, 
you will be interested in the excel- 
lent suggestion of Howard Vincent 
O’Brien that politicians be required 
to write their own stuff. 


vgy¥sy? 


Of course, depriving politicians of 
the privilege of using stooges in 
preparing orations for public deliv- 


ery might back-fire if the same re- | 


quirement were 
business moguls. 


imposed on our 


vfsp 


Red caps have decided, in the in- 
terest of dignity, to describe them- 
selves as United Transport Service 
Employes. But you will still be able 
to call a red cap. 


. + 


Kelvinator national advertising 
will quote delivered prices here- 
after. Is it possible that after all 
these years our old friend F.O.B. is 
going to be forced into retirement? 


, VF 


With A. T. & T. deprived of its 
bookie revenue, they are adding in- 
sult to injury by threatening to op- 
erate a radio network without 
benefit of telephone wires. 


7 @ 


ADVERTISING AGE records that a | 
printing executive has 
position” with another company in 
the same line. Since 1929 most 
people have been delighted to take 
a job. 

_ a, 


Advertising must be news. Any- 
way, you can now buy front page 
space for your copy in the Seattle 
newspapers. 

a 


Walter Winchell complains that 
the World-Telegram poll ranked 
him second among quarter-hour 


radio programs, but fourth among 
newscasters, all of whom use 15- 
minute units. You wouldn’t want 
to throw a statistician with his own 
figures, would you, Walter? 


_ J ee 


M. M. Lebensburger, who wrote 
Selling Men’s Apparel Through 
Advertising,” has joined the Bern- 
heim Distilling Company. In zero 
weather that isn’t as jump 

t sounds 


long a 


ee, ee 


The sale of insecticides, Arthur 


“accepted a | 


W. Ramsdell points out, bears no 
particular relationship to the pre-| 
valence of insects. No wonder suf- 
ferers from mosquito bites are rally- 

to the banners of social justice. 


P&G Are Again Top 
Spenders in 1939 


Magazine Totals Show Advertisers Hold 


Increases Averaging 10 
Per Cent 


New York, Jan. 19.—An average 
10 per cent gain in magazine 
budgets and record network billings 
were major highlights in the tabu- 
lation of leading advertisers’ ex- 
penditures during 1939, compiled 
today by ADVERTISING AGE. 

As in the two previous years, 
General Motors Corporation led the 
magazine advertisers, while Proc- 
ter & Gamble Company maintained 
its lead in the radio field. Complete 
tabulations appear on pages 31, 32 
and 34. 


During 1939, a total of 277 ad-| 


vertisers spent more than $100,000 
each in magazines for a total of 
$112,372,438. The same 277 spent 
$100,128,776 in 1938. 

This “more than $100,000" group 
compares with the 262 advertisers 
who qualified in 1938 with a total 
expenditure of $100,912,451. 

Analysis of the radio advertisers 
who spent more than $100,000 re- 
veals that this group is accounting 
for an increasingly larger share of 
total network billings. A total of 
276 such adve’ tisers spent $7¥,959,- 
411 on networks in 1939. This was 
96.2 per cent of all network bill- 
ings. Percentages of total network 
billings taken by the “more than 
$100,000" group in past years are 


'as follows: 1938, 89.9 per cent; 1937, 


(Continued on Page 35) 


Lowlands Admen 


Cheer Boom After 


Each War Threat 


New York, Jan. 18.—Particularly 
timely in view of reports of an im- 
pending invasion of Belgium and 
Holland is the news received here 
from an Antwerp agency manager 
that each new threat is followed by 
business recovery which lifts adver- 
tising to a level as nearly normal 
as possible under war conditions. 

This information was conveyed in 
a letter written by Rene P. Jean- 


neret to the headquarters of J. 
Walter Thompson Company. Mr. 
Jeanneret, who wrote before the 


threat of the past week had reached 
a crisis, declared that business and 
advertising in Switzerland had been 
least affected by the war, with Hol- 
land and Belgium close behind. 
He reported that practically all 
forms of cancellable advertising 
were stopped during the first half 
of September, but that confidence 
in the future of business gradually 
(Continued on Page 37) 


DIRECTORY OF FEATURES 
Ad-libbing 12 


HANCOCK TRIBUTE - 


Lawyer's 0. K. on 
All Copy a ‘Must’ 


Quaker Oats Technique 
Cited as Typical of Pre- 
ventive Policy 


By G. D. CRAIN, JR. 


* $90 Ohi THAT Gave wines TO Woros 


Chicago, Jan. 18.—It used to be 
said humorously that with the} 
growth of government regulation of | 
advertising, it would be just as! 
necessary to have a lawyer in the 
advertising department as a copy 
man. Now it is said seriously—be-| New copy of John Hancock Mutual Life 
cause it’s a fact. Insurance Company pays tribute to con- 

Leading national advertisers and | tributors to American progress. (Story 
the principal agencies have adopted | on Page 2.) 
the policy of having all of their 
publication copy and radio conti- 
nuities checked by legal counsel 
before release. In many cases the 
attorneys are on a full-time basis. 
In others, legal counsel is retained 
for regular service, and some well- 
known legal firms are nuw special- 
izing in advertising law just as 
others are specialists in insurance, 
labor relations and other aspects of 


y si! 
sare y 
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Nylon Promotion 
Draws Support of 
25 Manufacturers 


New York, Jan. 18.—Some of the 
fog which has surrounded the pro- 
duction and marketing of Nylon 
| hosiery was lifted here today when 


corporation activities, E. I. du Pont de Nemours & Co. in- 
More Than One Law formed hosiery men, attending an 


industry conference sponsored by 
the National Association of Hosiery 
Manufacturers, that commercial ex- 
ploitation of the widely discussed 
product would begin this spring. 
Spokesmen for du Pont told Ap- 
VERTISING AGE that licenses to man- 
ufacture the hose would be granted 
to about 25 leading companies. To 


The fact that advertising copy 
must be written not merely to ac- 
cord with statutory law, but in the 
light of all of the regulations, de- 
cisions and citations issued by gov- | 
ernment commissions, bureaus and 
other administrative agencies, fed- 
eral and state, means that only an 


expert can give useful advice re-|date arrangements have been com- 
garding what should and what] pleted only with Holeproof Hosiery 
should not be used in advertising|Company and Phoenix Hosiery 
copy. It’s a job for a specialist,| Company. Production of the Nylon 
and hence the legal adviser is now| yarn, they said, is still the major 
very much in the national adver- | problem. In keeping with the du 


tising picture. | Pont policy of diversification, pro- 
He must be familiar not only with | vision must be also made to supply 
the FTC and its established prac- | the basic Nylon material to other 
tice, but with the Food and Drug fields, such as brush bristles, surgi- 
Administration, the Federal Alcohol | cal sutures and fishing lines. Mer- 
Administration and the rules and|chandising arrangements, such as a 
regulations of the various states. It’s; Tumored cooperative campaign on 
(Continued on Page 8) (Continued on Page 35) 


os 
Last Minute News Flashes 
Fruit and Vegetable Men Push Campaign Plans 
Houston, Tex., Jan. 19.—Winding up its annual convention here to- 
day, the United Fresh Fruit and Vegetable Association started the ball 
rolling in the direction of an industry advertising campaign by appoint- 


ing a central committee to confer with the various commodity groups 
that make up the organization. A tentative budget of $1,250,000 would 


| be raised by a levy of $1 a car on each shipper, 50 cents per car per 


| vice-president of the association, whose headquarters are in 


Basic Business Index 36 

. y * Coming Conventions 27 

\ silk stocking advertiser has dis- Earnings 19 
covered that men like to look at | Editorials 12 
pretty legs, but surely there are still | Getting Personal 26 
; » ladies who buy their own Information for Advertisers 12 
ery Leading Magazine Advertisers 32 | 

, vv ¥ Leading Radio Advertisers 31 
Congratulations to the copy writer Obituaries 19 
vas smart enough to translate Photographic Review 39 
seed” into “song food.” Promotion Review 23 
Rough Proofs ! 

Copy Cus Voice of the Advertiser 22 


broker and 10 cents per car per receiver. William Garfitt, executive 
Chicago, 
has been the drive’s chief proponent 


Packers Plan National Sausage Drive 


Chicago, Jan. 19.— The meat industry’s first cooperative consumer 
campaign will be launched next month, it was learned here today, with 
a drive for sausage in natural casings. Sponsor of the program is the 
Institute of American Meat Packers. Initial copy will be a color page 
in Life Feb. 26. Leo Burnett Company is the agency 


84 Stations Carry Ovaltine Script Show 

Chicago, Jan. 19.—Said to be the largest network ever created for 
a daytime script show, 84 stations of the Mutual Broadcasting System 
will carry “The Carters of Elm Street” for Ovaltine, starting Monday 
Only one less will be used for “Orphan 
product through Blackett-Sar 


Annie” sponsored by the same 


ple-Hummert, Inc 


Relationship to the Consumer 


Asks Special $89,000 
Budget; Consumer 
Goods Standards Bill Up 


Washington, D. C., Jan. 
intensive probe of distribution 
methods and costs, including the 
role played by national advertising, 
will be conducted by the Federal 
Trade Commission during the next 
fiscal year, it was indicated today. 

Equally significant, but less immi- 
nent, is the project to have the 
National Bureau of Standards 
establish standards of quality for 
consumer goods for which such 
yardsticks have not already been 
created. The Boren bill, providing 
for such a course, will start hearings 
Jan. 23 before a sub-committee of 
the House Interstate and Foreign 
Commerce Committee. A rocky road 
is predicted for the measure, which 
will require an initial appropriation 
of $250,000. The bill is of a per- 
missive nature, allowing, but not 
| requiring, manufacturers to follow 
the Bureau standards and use its 
| label, 


18.—An 


Seek $89,000 for Study 


The Federal Trade Commission's 
new excursion will be made at an 
lestimated cost of $89 509, and it 
appears tnat this sum wili be forth- 
coming, since the Commission’s 
total budget estimate of $2,300,000 
has successfully run the gauntlet 
both of the President’s Budget Bu- 
reau. and “an economy-minded 
House Appropriations Committee. 

The FTC’s plans fer an analysis 
of distribution methods and costs 
were presented to the House Appro- 
priations Committee last December 


in secret sessions on budget esti- 
mates for the next fiscal year. De- 
tails were not known until this 
week when transcriptions of the 


hearings .became public property. 
Robert E. Freer, chairman of the 
Commission last ‘year, told the 
House committee that the investi- 
gation. .would seek to ascertain 
whether national’ advertising “is a 


matter of great’ importance and 
general interest,’ whether it is 
“costing the consumer too much 


(Continued on Page 38) 


‘Lie Detector’ M ay 
Gauge Consumer 
Reaction to Copy 


New York, Jan. 18.—The possi- 
bility that “lie detectors” which are 
now being used in police work and 
for psychological tests may become 
an instrument for copy testing was 
revealed here this week, when it 
was learned that experiments have 
been started in several cities to use 
such devices to measure the emo- 
tional appeal of printed advertise- 
ments, radio commercials and mo- 
tion pictures. 

While there is a variety of de- 
tectors on the market, one called 
the Affectometer, Jeveloped by L. A. 
Watson, president of Maico Com- 
pany, Minneapolis, is being actively 
promoted for its advertising use. 

Agencies in Minneapolis, Chicago 
and New York have made tests with 


the Affectometer. The University 
of Minnesota has also carried on 
|tests. The device resembles an 


ordinary table model radio receiv- 
ing set and sells for about $200. 
The Affectometer and similar de- 
(Continued on Page 35) 
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Says Advertisers 
Need New Picture 
of the Rural Buyer 


Current Figures Are 
Wrong, Claims ‘Farm 
Journal'’ Publisher 


Pittsburgh, Jan. 17.—-The farmer 
isn’t what he used to be, and he 
isn’t even what a lot of advertisers 
think he is now, according to Gra- 
ham Patterson, publisher of the 
Farm Journal and Farmer's Wife. 

Addressing the Pittsburgh Adver- 
tising Club here yesterday, Mr. Pat- 
terson bluntly declared that both 
local and national advertisers have 


failed to envision rural markets in | 


their true perspective, chiefly be- 
cause available statistics have not 
afforded a true picture. Included in 
this “indictment” was a particular 
reference to the statistics of the De- 
partment of Commerce—figures that 
have been a lodestone for years to 
advertisers seeking to woo the rural 
dollar. Villages and farms, said Mr. 


Patterson, 
largest consumer area for advertis- 
ing cultivation, being topped only 
the nation’s largest metropoli- 
tan centers. And in disputing pre-|every rural resident 
figures, Mr. 


ADVERTISING AGE 


nial 


/his views. 


| His publication, he reported, had 
|based these findings on a door-to- 


New York, considered a 


Eastern rural! district. 


typical 


Reports Own Survey 


In this survey it was found that 
irural inhabitants represented 22.4 
|per cent of the population, outside 
|of urban or semi-urban areas. The 
|rural dwellers, however, accounted 
for 28 per cent of drugs and cos- 


per cent of the groceries; 33 per cent 
of the clothing; 36 per cent of the 
electrical purchases; 52 per cent of 
the hardware; 45 per cent of the 
automobiles, and 71 per cent of the 
lumber and building materials. It 
was obvious that they would also 
lead in farm equipment sales. 

Mr. Patterson also took issue with 
another theory which he said had 
been expounded too often to adver- 
tisers: namely, that farm people go 
to the nearest town to buy, that res- 
idents of that town go to a larger 
city to buy and so on. This theory, 
he asserted, is a “fallacy of the first 
water.” 

In contrast he declared that, for 
who goes to 
pre-|the nearest city to buy, five others 


Graham Patterson 


represent the second 


Patterson 


\939 
\93® 
\ 


door survey in Cortlandt county, | 


metics purchased in the county; 36) 


sented some of his own to support! go to their own village store or 


shop. 

| For example, he said, there is the 
metropolis of Pittsburgh which is 
surrounded by rich and prosperous 
with their small 
|towns. For every one person who 
'comes into Pittsburgh from the 
| nearby rural districts, he asserted, 
there are five who prefer to do their 
|purchasing in the town nearest 
their residence. Likewise, Pitts- 
burgh merchants complain because 
their home-town consumers go to 
New York or Chicago to buy, but 
the same proportion prevails in this 
| case. 


farming areas 


trated slides, Mr. Patterson showed 
that a tremendous backlog of con- 
sumer power exists in the small vil- 
lages and hamlets and that, in the 
rural areas, unlike the cities, this 
influence is remarkably consistent. 
He offered evidence that while in 
the bigger income brackets, the 
large cities lead the rural areas in 
buying and consuming power, this 
ratio drops sharply in the medium 
and lower income brackets until it 
reaches a mean average where the 
rural resident, as a whole, is a 
greater consumer of nationally ad- 
vertised merchandise than the city 


population. 


Ruppert Begins Biggest 
Campaign Since Repeal 

Jacob Ruppert Brewery, New 
York, has launched its largest cam- 
paign since repeal, using large space 
in 140 newspapers in Eastern mar- 
kets. “A Friendly Beer for Friendly 
People” is the theme. The featured 
product is Old Knickerbocker beer, 
which was revived last year. 

The newspaper promotion will 
later be expanded to include 31 
states in which Ruppert has dis- 
tribution. An outdoor campaign will 
begin in May, and sectional maga- 
zines and spot radio are also sched- 
uled. Ruthrauff & Ryan, New York, 
is the agency. 


Inecto Copy Focusses 


Spotlight on Grey Hair 

Sales Affiliates, Inc., New York, 
will begin its most extensive drive 
for Inecto - with - Lustrium hair 
coloring Feb. 1, with consumer copy 
keyed to the theme, “Your first grey 
hair announces Heartbreak Age.” 

The schedule includes Cosmopol- 
itan, Harper’s Bazaar, Life, Modern 
Magazines, Photoplay, True Story 


With the aid of charts and illus- | 


dweller, in proportion to per capita | 


RESUMES COPY 


Following a year's absence from adver 
tising, Casco cold tablets reappear in 
a new campaign scheduled for news 
papers in Ohio, Pennsylvania, West Vir 


ginia and Kentucky. Gordon Vichek 
Advertising Agency, Cleveland, is in 
charge. The product is manufactured 


by the Casco Company, Canton, O 


Difficulties of | 
Famous Men Key 
Insurance Copy 


(Picture on Page 1) 

Boston, Jan. 18.—Lifting dramati 
incidents out of the lives of dis- 
tinguished contributors to progress 
the John Hancock Mutual Life In- 
surance Company will feature it 
readjustment income plan in much 
of its 1940 advertising. How gifted 
inventors, composers and other 
were almost engulfed by failure fo 
the lack of a few dollars at the 
psychological moment will be re 
lated in prose and picture to indi- 
cate the merits of its plan, designed 
both to provide a substantial in- 
come for a family and to tide it 
over the trying period following the 
death of the provider. 


Hiller Signs Work 


Lejaren aHiller, of Underwood 
& Underwood, who provided the 
photographic illustrations, lived up 
to his record for authenticity in th: 
new series. One advertisement, re- 
lating a passage from the life of 
Morse, inventor of the telegraph, i 
illustrated by the actual telegraph 
set invented by Morse. 

The new campaign begins Jan. 29 
in Time, and Collier’s, Life, and Th: 
Saturday Evening Post will round 
out the schedule. Livermore 4 


a * 
SS ie ae aS 


and You. Business paper copy is 
also scheduled, in addition to dis- 
tribution through beauty shops of a 
portfolio called “Heartbreak Age.” 
Grey Advertising Agency, New 
| York, directs the account. 
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The Cedar Rapids Gazette 


© in 1939, lowa’s No. 1 newspaper carried 
592,676 more lines of paid advertising than 
any other lowa daily! And was first in 
paid linage for the 5th consecutive year. 


Knight handles the account 


New Set-up for 
Purity Bakeries 
ft 2 Alpe at T. C. Lemon has been appointed 
| director of merchandising in a reor- 
GLENN E. FONTAINE _ | ganization of the promotion setup ot 
New York, Jan. 18.— Glenn E.| Purity Bakeries Corporation, Chi- 
Fontaine, 54, for 30 years Eastern cago. Jack Shaw has been named 
advertising manager for Popular | director of advertising. 
Mechanics magazine, died here to-| Ted Weber has been appointed 
day, following a week's illness. Mr. | 24vertising manager for Tayste 
Fontaine spent almost his entire cerned aryl gy Mage od yaa 
business life with Popular Me-|CGaxe All of those named hav 


EADERSHIP like that doesn’t “just happen.” 
It takes a newspaper that produces the 
higgest return on the advertiser’s dollar to stay 
on top year after year. Through its hundreds 
of successful advertisers, The Cedar Rapids chanics, having joined the adver-|peen with the company for som: 
Gazette has proved beyond question that it does _| tising staff when 24 years of age. —_| time. 
make consistent advertising profitable. ee 


TO REACH 


THE SMALL TOWN MARKET 


—< _———( eee 
Perry C. Rude, Cedar Rapids Ford dealer ra oa iL Fe > SF 

says, “For advertising that really sells, I am & > ous 

100% for The Cedar Rapids Gazette.” And 
that is a typical sentiment among Gazette adver- 
tisers both local and national. 


No other Iowa newspaper gives you 45,000 | 
daily circulation in lowa’s Richest Market. | 
Cedar Rapids—the home of America’s Typical 
Family, selected by The Ladies Home Journal— 
is the heart of this outstanding trading area 
consisting of more than 200,000 people. Don’t 
bank on scattered coverage when you can 
concentrate your message in more than 43,000 
homes ... for less money. 


How lowa Newspapers 
Ranked in 1939 in Paid 
Advertising Linage... 


1 THE CEDAR RAPIDS GAZETTE 


. 7,203,323 agate lines 


*» The Des Moines Register....... 
. 6,610,647 agate lines 


vain» US. O 


More sales and better business in 1940... . let 
The Cedar Rapids Gazette get them for you. 
Write today for Free reports on coverage, mar- 


3 The Davenport Times........... 
J . 6,561,750 agate line- 


. 4 The Davenport Democrat.......... 
" . 


eit : ‘ ctnowes . 6,509,846 agate lines kets, trade area income and other data. when you're in P RACTICAL 
is, a ane BUILDER 

he 5. The Des Moines Tribune.......... "Blankets lowa's Richest Market" 

Wise: , oeeeeeee 6,001,151 agate lines 


...and “clocking” 
70,000 builders a month 


6. The Waterloo Courier........ ; 


The Cedar Rapids Gasette 


7 The Sioux City Journal senesees Represented Nationally By ER 
‘ | , | oe agate line- ALLEN-KLAPP-FRAZIER CO. PR ACTICAL BUILD 
emadiaae”y © -y © Ramitaaaaeae NEW YORK CHICAGO DETROIT 


INDUSTRIAL PUBLICATIONS, Inc. 


59 E. Van Buren CHICAGO 


lus Vierber Media Record === 
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On a flock of stations 
or just a handful- 


SPOT YOUR RADIO 


Shoot the works for an old seasoned product 
on 50 or 150 stations with a half hour or a 
strip. 


— or nurse along a new product in try-out 
territory as your distribution progresses. 


Flexible—that’s what SPOT RADIO is. Pick 
the best available time on your choice of the 
country’s best stations. Pick announce- 
ments or news or talent programs, live or 
transcribed. Localize your sales appeal and 
fit the whole plan to suit your budget. Makes 
sense, doesn't it? 
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ANY TIME ANY LENGTH ANY WHERE 


For any advertiser or agency executive who wants to see hou 
SPOT RADIO can meet his individual situation, we shall be 
very glad to prepare a special outline. 


EDWARD PETRY & CO. 


INCORPORATED 


Representing leading Radio Stations throughout the 
United States—individually 
Offices in: NEW YORK - CHICAGO - SAN FRANCISCO 
DETROIT - ST. LOUIS - LOS ANGELES 


1 ‘That menu in your hand tells you every- 
thing that I've been trying to say to you 
about SPOT RADIO. 


2 "Lots of people are 
satisfied with the Reg- 
ular Luncheon, but the 
man who knows good 
food wants the privi- 
lege of making his own 
choice. 


"SPOT RADIO 
does exactly that. It 


lets you buy all the sta- 


tions you want — and 


no more, 


selection of best avail- 
able periods to fit the 
habits of people in 


each time-zone. 


5 "It offers as much 
time or as little as your 
appetite for radio dic- 
tates — short or long 
programs, live or tran- 


scribed. 


6 "And your distri- 
bution governs every- 
thing about SPOT 
RADIO—you put sales 
pressure as needed, 
here or there. Every- 
thing's a la carte ex- 
cept the cost. What'll 
you have?” 
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‘Green’ Is Color of 


Consumer Groups, 
NRDGA Informed 


Convention Also Hears 
Deflation of ‘Special 
Position" Theory 


New York, Jan. 18.—The con- 
sumer movement is more “green 
than “red,” Werner K. Gabler, con- 
sultant on economic research to the 
American Retail Federation, told the 
National Retail Dry Goods Associa- 


- ‘ i . 
tion at its annual convention here | findings to date, he declared that 


this week. 


Stressing the youth of most con-| 


sumer groups, Mr. Gabler declared 
that any communistic tendencies ‘in 
the movement result from the in- 
difference of business to the pleas 
for information made by consumer 
groups. He suggested that secre- 
taries of retail groups investigate 
the problem locally, find the bona 
fide groups, and try to get both con- 
sumer and business interests to- 
gether in order to reach a complete 


|of similiar size carried on page eight 
group | or beyond attracts 62 per cent. 
enlisted in the consumer movement Mr. Breckenridge said that wom- 
seeks cooperation from business, he|en have been found to 
said, and it would be to the advan-| hand pages 1.8 per cent better than 
|'tage of business to supply it in order | right-hand pages, while the advan- 
‘to keep radical influences from gain-| tage of left over right among men 
|ing control of what began as sincere|is 8 per cent. These figures are 
efforts to gain product information.|based on tabulation of “traffic 
Among the many other speakers stops” on 1,925 newspaper pages by 
lat the week-long convention, was| Publication Research Service, 
Wilder Breckenridge, sales manager | Which is conducting the study. 
of the Bureau of Advertising, Amer-| Radio assumed a new importance 
ican Newspaper Publishers Associa- at the convention when the NRDGA 
tion. He discussed the readership | Sales promotion division devoted a 
research project which his organi-| session to an “Information, Please— 
zation is now conducting. Radio for Retailers?” program. Ex- 
ns verts featured consisted of a group 
Women “Left-Sighted of retailers who have snecieaiaiiy 
Although emphasizing that the | employed radio. 
study has not been completed and | It was brought out that blame for 
'that care must be exercised in)|the fact that moire stores do not use 
| reaching conclusions on the basis of | radio must be shared jointly by 
radio stations and stores. He sug- 
surveys of readership of the 10 pa-| gested both groups “let their hair 
pers investigated thus far indicate|down” and frankly discuss mutual 
that the “hullabaloo about position | problems in order to work out more 
is a fight with a straw man.” effective programs. 


When the study is completed, he —— 
said, it may be proved that run-of-| Howard Stodgill 
the-paper advertising attracts more J . “B ll ti ” 
readers than copy appearing in the ons u e in 
Howard W. Stodgill, former pub- 

lisher of the Atlanta Georgian, has 
been appointed business manager of 
the Philadelphia Bulletin. 

Mr. Stodgill left the Georgian fol- 
lowing its recent sale. 


understanding. 
| The large “middle class” 


first six or seven pages. The survey 
thus far has shown that readership 
by women of all department store 
copy of more than 119 column-inch 
space is 55 per cent, whereas copy 


receives Variety’s 


SHOWMANSHIP AWARD 


for Farm Service 


WNAX service to the LARGEST daytime rural audience among all 

Columbia Stations wins Variety's award. And it can win sales for you. 

This type of showmanship is one of the factors that make WNAX a top 
‘- station in listeners per dollar.” 


A Cowles Station 

5000 Watts L. S. 

1000 Watts Night 
CBS 


WNAX—only Columbia station between Minneapolis and Denver, be- 
tween Omaha and Canada—also has the 24th largest urban daytime 
audience and the SIXTH largest total daytime audience among all 
Columbia Stations. 


° WNAX, with 5,000 watts that do the work of 50,000, and at 5,000 watt 


Represented by 
The Katz Agency 


rates, can help you sell your products profitably. Can't we tell you more 
about it. 


aanio STATION WAX 570 ON THE DIAL 


Studios-WNAX Building, Yankton - Orpheum Building, Sioux City 
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CANDY ADVERTISER STEPS OUT 


~~ SUM 


<J 


The packaged candies of Page and Sh 


The campaign represents an expanded 


Renew Activity for 
New York State 
Consumer Bureau 


Albany, N. Y., Jan. 18.—<Activity 
is still under way in New York 
toward establishment of a state de- 
partment of the consumer, a project 
first reported in these columns Feb. 
14, 1938. At that time Gov. Lehman 
appointed a committee of 40 to 
study the project, although definite 
plans failed to materialize. 

Another move toward this objec- 
tive was revealed this week in a 
bill amending the public health law 
and creating a consumers’ bureau in 
the State Department of Health, 
with broad powers over advertising. 
This bill has been introduced in the 
legislature by Assemblyman _ Ira 
Holley of New York. 

The 26-page measure, designed to 
prevent sale of adulterated or mis- 
represented drugs and cosmetics, 
defines advertisement to mean “any 
representation of fact or opinion, 
whether written or oral, dissemi- 
nated in any manner, or by any 
;}means, for the purpose of inducing 
directly or indirectly the purchase 
of or increasing the consumption of 
any drug, cosmetic or device.’”’ How- 
ever, an exemption is provided for 
publishers. This clause reads: “A 
proprietor of a medium of publicity 
shall not be charged with a viola- 
tion of this article because of the 
publication or dissemination of an 
| advertisement unless he knew or 
|}should have known that such ad- 
| vertisement was in violation of the 
| provisions of this article.” 


Wants Monthly Bulletin 


The bill calls for free distribution 
|of a monthly bulletin of the con- 
sumers’ bureau in which shall be 
listed “all judgments, 
|orders, all public proceedings insti- 
tuted, all seizures made and all cer- 
|tificates of registration 
| denied, suspended or revoked.” 


the offender, 
sition, must be set forth. 


within the 
also be 


the bureau 


month must made. 


ELECTRICAL SOUTH is tl 
Business Journal, It is the « 
ing electrical contractors, 
electrical wholesalers in Sout 
metropolitan areas, 

Electrical building is 
looking for news of your pr 


ee, 
> 
a “ e «ite 
. ~~ 
‘ ee 4 
P a —) 
< 


decrees or 


issued, 
In s : a. 
each case, the name and address of 
name of his product, 
nature of the charge and the dispo- 
A sum- 
mary of the other work done by 
preceding 
The | 
director of the bureau is also per- 


dealers, 


surging 


the hey lo Komance 


rel, PAGESSHAW 


G hocolate D) 


ONE DOLL AG PER PQUBO 


aw are now being featured on 24-sheet 


posters in locations served by F. H. Birch Company of Boston and Brooklyn. 


promotion program for the advertiser. 


mitted, under terms of the Holley 
bill, to publish and distribute free 
information regarding drugs, cos- 
metics or devices, “whenever in his 
opinion such information is neces- 
sary to prevent injury to or decep- 
tion of the ultimate consumer.” 

Publication and free distribution 
of reports of investigations or re- 
searches carried on by the consum- 
ers’ bureau or under its direction 
are also permissible. “No informa- 
tion which has been obtained by 
the bureau in the enforcement of 
this article and which is true, not 
misleading, and useful to the ulti- 
mate consumer shall be suppressed 
for any reason, but all such infor- 
mation shall be published as soon 
as it is possible to do so.” 

To meet the problem created by) 
the 1939 law vesting in the State 
Board of Pharmacy sweeping pow- 
ers over the manufacture and sale 
of drugs and cosmetics (regulations 
were drawn up effective Jan. 1, 
this year, but have not been made 
public), the Holley bill declares 
that “despite any general or local 
law to the contrary,” after Jan. 1, 
1941, the board of pharmacy shall 
have “concurrent jurisdiction to the 
extent conferred upon it by law 
with the bureau over non-proprie- 
tary drugs,” but “no jurisdiction 
over or power to regulate the 
manufacture, sale or advertisement 
of proprietary drugs or proprietary 
cosmetics.” 


Thompson to Katz 
as Chief of Copy 


T. Harry Thompson has joined 
the Joseph Katz Company, Balti- 
more, as head of the copy depart- 
ment. 

Mr. Thompson has been with F 
Wallis Armstrong Company and its 
successor, Ward Wheelock Com- 
pany, Philadelphia. He also served 
N. W. Ayer & Son as writer, cop) 
supervisor and account executive 


Bayley in Pittsburgh 

William H. Bayley has joined 
Ketchum, MacLeod & Grove, Pitts 
burgh, as assistant account execu 
tive. He has been with Brown & 
Bigelow, San Francisco. 


1@ South's own and only Electric 
me publication completely cover 
utility companies and 
hern small towns as well as the 


ahead. 
oducts. 


Buyers are now 
Reach them with 


ELECTRICAL SOUTH 


Advertising Rates and Full Information sent on request. 
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ADVERTISING AGE 


CBS enters 1940 breaking all 
major radio records; leading 
all networks in audience and 


advertisers’ acceptance. 


These tangible records, today, 
reflect the “intangibles” that 
have so long been associated 
with Columbia...the intangibles 
of service, of performance, 
of action; the basic contribu- 
tions which CBS has made to 


radio in twelve vigorous years. 


By these things the leadership 


of a network is measured. 


CBS NETWORK SWEEPS 


ALL MAJOR “FIRSTS” IN 1940! 


e 
AUDIENCE: CAB figures show that CBS dominates 


the audience in the “‘major battle-ground of network competi- 
tion.”? They show CBS with a consistently stronger schedule than 
any other network from 6:00 to 11:00 in the evening— winning 
the largest audiences for CBS clients (against all competition) in 
78 of the total evening quarter hours seven days a week; against 
51 quarter-hour “firsts” for the second network; and 7 for the 
third; 34% more for CBS than for both others combined! This 
CBS leadership is just as definite between 8:00 to 10:00 PM. 
alone—the most tensely competitive hours in radio—when again 


CBS wins more “firsts” than both other networks combined. 


® 
FACILITIES: CBS caps the swiftest technical rise in 


radio history with more high-powered U.S. stations, in 1940, 
than any other network—a total of sixteen CBS 50,000 watt sta- 
tions. But that’s not all. In the past twenty-four months 91 CBS 
stations made major technical improvements which increase 
their service-areas without increasing wattage; and a total of 45 


CBS stations directly increased their wattage as well. 


« 
ADVE RTI S ‘ | C: CBS now carries a larger volume 


of business than any other network; the largest volume ever 
carried by any network in the history of radio. CBS, consistently 
from October through December 1939, carried the largest 
volume of business ever carried by any network in any one 
month or in any quarter of any year. And in 1940, for the sixth 
consecutive year, more of the nation’s largest advertisers use 


CBS than any other network. 


COLUMBIA §& 


PACE SETTER FOR THE NETWORKS 
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ications, the combined total of dail- | LECTED BY PENNSYLVANIA PUBLISHERS 
Ayer Directory rong souindion prrence pts nF ana | LOS Angeles Bans E EC 


| tri-weeklies in publication last year Secondary Picketing 
| being 13,281, compared with 13,195 
for 1938. 


Shows Drop of 41 
Daily Newspapers 


Philadelphia, Jan. 18.—There 


Three superior court judges of 
|Los Angeles, sitting en banc, have 
lruled that secondary picketing of 
advertisers in a newspaper involved 

in a union dispute with employes is 
were 41 fewer daily newspapers | Of the daily newspapers reported illegal. 
published in the United States at|for 1939, 439 are listed as morning They made the ruling in refusing 
the end of 1939 than during the | newspapers, 1,552 as evening, and | to modify an injunction against the 
previous year, according to the 72nd|24 as “all day” papers. The de- American | Newspaper Guild, pro- 
edition of N. W. Ayer & Son’s Di- | crease in 1939 was accounted for by hibiting picketing of advertisers in 

I . : é ; , : i a ~|the Huntington Park Bulletin. 

rectory of Newspapers and Period-|a drop of 31 afternoon dailies, five 
icals, published this week. A total | morning and five “all day” papers. . 
of 2,015 dailies were reported in From the circulation standpoint, Story Appointed 
publication at the end of last year,|it was reported that daily news- Jos. H. Story, Jr., has been ap- 
compared with 2,056 for the preced- | papers in the United States last year Dele Wccel can Oa 
ing year. | suffered a loss of 1,244,718 in rela- tion WIBW, both units of Capper 

Despite this drop, the directory | tion to 1938. Total circulation for Publications. Mr. Story will be 
shows a net increase of 86 in the| the latter year was 40,679,100, com- : 


located in the Kansas City, Mo., 
number of newspapers of all classi- ' pared with 39,434,382 for 1939. office of Capper Publications. 


439 Morning Papers 


New PNPA officers are (I. to r.) R. E. Whitmore, New Holland Clarion; Howard 
Reynolds, Quarryville, Sun, and C. M. Bomberger, Jeanette News-Dispatch. 


A LOW-COST BIG-RETURN SALESMAN 
in the World’s Richest Market! 


Newspapers Vote 
to Fight Attacks 
on Advertising 


Harrisburg, Pa., Jan. 18.—Taking 
cognizance of sharpshooting at ad- 
vertising, not only in the ranks o! 
consumers but among instructors 
who regard their opinions as in- 
fallible, the Pennsylvania News- 
paper Publishers’ Association de- 
cided on counter-attacks at its 
|meeting here over last week-end. 

Special scrutiny will be devoted 
to text books used in schools and 
colleges. When the publishers en- 
counter any which deplore “the 
high cost of advertising,” they will 
visit the authorities in charge and 
endeavor to secure abolition or revi- 
sion of the work. 

While consumer’ organizations 
may be more difficult to reach, the 
newspapermen decided to prepare 
material stating the case for adver- 
tising clearly through the case his- 
tory method. 

Resolutions adopted by the pub- 
lishers decried the legislative 
method of punishing chains. holding 
it against the public interest. 

\ C. M. Bomberger, Jeannette 

| News-Dispatch, was elected presi- 

AND HIS |}dent of the association, succeeding 
|Col. J. Hale Steinman, Lancaster 
Newspapers, Inc. R. Evers Whit- 


dé }more, New Holland Clarion, was 
elected vice-president, and Howard 
. Reynolds, Quarryville Sun, was re- 
. | elected secretary-treasurer. William 
i N. Hardy was reappointed manage: 


for a three-year term. 


7 Shift Wolff, Forster 
| W. A. Wolff, formerly advertising 
|manager of Western Electric Com 
pany and its subsidiary, Electrical 


Research Products, Inc., New York, 
has been appointed information 
|manager of both companies. H«: 
i\succeeds H. W. Forster, who ha 
been appointed advertising man- 
ager. Both have been with the 
company since 1929 


Smith Joins Hanscom 


4-DAY OFFER - R. ar beers formerly wit! 
| Conti te istilli Cc cation, 
ON THIS PROGRAM BROUGHT ‘Philadelphia, has "been “appelnted 
general sales manager of Hanscon 
RESPONSE FROM 10,597 
LISTENERS 


At amazingly low cost you can 
put your advertising messages 
on this early morning program 


Right now “Breakfast in Bed- 
lam” is doing a bang-up job for 
many advertisers. It would like 
to do the same for you. Start 


| Baking Corporation, Long Island 
City, N. Y. 


Ed East’s “Breakfast in Bed- een 
lam?’ on WJZ from 7:00 to 7:55 


every morning, Monday through 


now to reap your share of the 
profits from this low-cost pro- 


gram on WJZ—a station with a 
Saturday, is a program with daytime circulation of 5,115,200 


} ; . >) 7 ! . “yr . + 
definite sales punch! radio families in the great New 


de A merry, informal show that York market and well beyond! 
"4 reaches listeners at the start of | ... Ask the NBC Spot office in 
* the day, it has proved itself to New York, Boston, Chicago, 
" be a program with exceptional Cleveland, Detroit, Pittsburgh, 
a i pulling power. One offer Ed East Hollywood or San Francisco 
rs made to listeners for a four-day for complete information... 
" period brought a mail return National Broadcasting Com- 
from 10,597 “Breakfast in Bed- — pany, A Radio Corporation of 
lam” listeners! America Service. 
a “ 
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MS SATISFIED 


CUSTOMERS ARE OUR BEST ADVERTISERS -@& 


©) 


© 


WITH NEW METHOD OF 
© 


We take for our text today a cake of facial 
soap. A very, very popular facial soap. 


Five years ago its makers heard that a 
new national magazine was coming out. 
A magazine that had the strange idea of 
hitting just the big-city markets—and hit- 
ting them with the added punch of the 
great metropolitan newspapers. 


That sounded interesting. Because the 
big cities have the most faces to wash. 
And the most incentive to wash ’em. And 
the most money to do it with. 


So they bought some ads, starting with 
the very first issue. But just to make sure, 
they keyed them. 


Five months later they wrote us. That 
first ad was “‘still breathing”. The inquiry 
cost was surprisingly low. The salesmen 
and the trade were keen about this ‘““New 
Method Of Magazine Advertising”’. 


And just to prove that they meant it, they 
made us second on their whole magazine 
list that year. And second again in ’36. 
And in ’37, they lifted us to the top of the 


guanvecaserces " 


er ve poe 
. ‘ vanuenen tect Canam ce 
~ _ . r 
a 
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MAGAZINE ADVERTISING 


list, where we've been ever since. 


They're in good company, too. A long 
list of big advertisers, from soap to foun- 
tain pens to auto polish, are now heading 
their magazine lists with THis WEEK, the 
Big City Magazine. 


And the main reason (which is just as 
applicable to your product) can be put 
down in just a few words: 


The lion’s share of America’s business is 
done in just 25 key markets. THIS WEEK 
covers these 25* markets as thoroughly 
as the next 4 national weeklies, or the top 
4 women’s magazines, combined. 


~] 


THIS WEEK’S RECORD WITH 
A LEADING SOAP COMPANY 


1935—2nd out of II mags. 
1936—2nd ”“ “10 “” 
1937—Ist “ “ 9 “% 
i938—Ist “ “ 9 “” 
1939—Ist “ “12 “” 


*Seattle becomes THIS WEEK’s 
25th big-city market, on 
February 18th, 1940. 
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8 ADVERTISING AGE January 22, 1949 
. | supervises all advertising activities, | lieve that the time and expense are their contributions to a healthful tem is such that no_ individ. 
Advertisers Hold | including those covered by the food | justified. diet. But our advertising copy ual acts as a censor of adver. 
| laws. “For example, if we make a|writers are not permitted to make |tising. We establish, however, the 

It should be remembered that) general statement that should bej|any statement, however truthful it| essential factors which should be 


Lawyer's 0.K. on 
All Copy a ‘Must’ 


(Continued from Page 1) 


a big order for the attorney advis- 
ing a single advertiser, and a cor- 
respondingly bigger one when he is 
serving an agency with a number of 
accounts in different fields. 

To give the picture of how ad- 
vertising is affected by legal re- 
quirements, ADVERTISING AGE 
interviewed Donald B. Douglas, 
vice-president in charge of adver- 
tising of the Quaker Oats Company, 
one of the largest advertisers in the 
country. Because it is a food ad- 
vertiser, its advertising is specific- 
ally circumscribed by the Food and 
Drug Act and also by the regula- 
tions of the FTC under which it 


|Quaker Oats is one of the oldest | 
_and most conservative advertisers in | 
|the country. Its copy is seldom re- | 
|ferred to by the critics of advertis- | 
|ing as meriting disapproval, and the 
general public regards it as meeting | 
| most practical standards. Yet it has 
found it necessary to lean backward | 
in the preparation of copy. 

“We anxious to avoid any 
complaint or criticism from govern- 
mental or other sources,’ Mr. Dou- 
glas explained. “Thus we try to 
anticipate any objections based on 
failure to follow established rules 
laid down by the authorities, as 
well as to make sure that all state- 
ments of fact can be substantiated. 

“Every piece of copy is checked 
and okayed by our own legal de- 
partment before it is put into pro- 
duction. This means that two 
attorneys are kept pretty busy with 
this detail, but since they are in a 


are 


position to save trouble later we be- 


THE 


BECAUSE. ree 


—the world’s finest 


th 


Red Network station. 


—the most modern transmitting equipment 
assures quality reception to the dominant 


audience. 


—the tremendous power of 50,000 watts gives 
advertisers “*bonus’ 


Sth LU. S. retail 


—the complete merchandising and promotion 
departments of KSTP afford special sales 


assistance. 


—KSTP is first in news—first in civie affairs 
— first in showmanship — first in the listen- 


ing habits of the 


EDWARD PETRY & 


co., 


coverage in the 


market. 


Northwest! 


NATIONAL REPRESENTATIVES | 


U.S. 
RETAIL MARKET 


fers 


radio entertainment 


heard regularly on KSTP. the NBC Basic 


qualified in some way, our legal 
staff sees that the qualifying state- 


|ment is directly connected with the 


eeneral claim. And they call atten- 
tion to the necessity of making spe- 
cific statements about products, and 


|not general statements about their 


use based on these specific qualities. 
Thus we can say that Quaker Oats 
is a good source of minerals, but we 
could not say, with the approval of 
our attorneys, that the consumer 
should get his or her mineral supply 
exclusively from this product. 


Chemists Also Check Claims 


“When technical statements based 
on our studies of nutrition are 
made,” Mr. Douglas continued, “our 
legal department checks these with 
our bio-chemists. Our laboratory 
is well organized and equipped, and 
our chemists are constantly study- 
ing the various properties of our 
products from the standpoint of 


may be in general, unless the chem- 
ists can give it their support from 
a strictly scientific standpoint. Our 
attorneys advise with them as to the 
most accurate way of stating these 
facts.” 

Mr. Douglas is well-known as an 


advocate of copy testing and evalua- | 


tion, having been one of the earliest 
users of the Townsend and other 
methods of checking copy pull. He 
was asked how in his opinion the 
present legal requirements affect 
the value of copy as published. 
“Tt is true,” he conceded, “that 
this sort of severe check takes 
something out of the advertising. In 
an effort to conform to the letter as 
well as the spirit of the law, we 
lose something in spontaneity and 
enthusiasm. But it is still possible 
to build effective advertising, even 
though we must accept this handi- 
cap. 
“Our the 


use of Townsend 


sys- 


Charlie McCarthy 


Jack Benny 
Bing Crosby 
Fred Allen 


Good News of 1940 
Fibber McGee and Molly 


Kay Kyser 


Bob Hope 


Fred Waring 
Pot O'Gold 
Guiding Light 
Ma Perkins 


is 
Mary Marlin 


Stella Dallas 
Hour of Charm 


Camel Caravan 


Dr. |. Q. 


Battle of the Sexes 
AND MANY OTHERS 


rich 


Rates and information on request . . 


AMERICA’S FINEST 
PROGRAMS ARE 
HEARD OVER KSTP 


Alec Templeton 


One Man's Family 
Fitch Bandwagon 


Pepper Young's Family 
Woman in White 


Johnny Presents 


6STP 


The Northwests Leading Radio Satron 


meena FIN —E 


Minneapolis, Saint Paul 


90,000 WATTS 


NBC BASIC RED NETWORK 


included in the advertisements for 
our several products. Each adver- 
tisement is checked to make sure 
that as many of them as seem desir- 
able are included. We do not ex- 
|pect that every piece of copy w 
|contain all of them, but we try } 
get as many of these agreed esse; 
tials into each advertisement as y 
can without confusing the main a; 


peal of the particular advertise- 
ment.” 
Since this makes two separate 


checks on copy, one from the leg; 
standpoint and the other in cop 
evaluation, Mr. Douglas said that h: 
is now planning to combine th 
checks by having one department 
clear copy after getting okays o: 
both requirements. 


Continue Use of Seal 


The Good Housekeeping seal 
employed in present copy. 

“We believe the Good Housekeep 
ing seal, in spite of the attacks mad: 
cn it by the FTC, has excellent 
public acceptance, and therefore ar: 
continuing to use it in practical], 
all of our copy,” Mr. Douglas com- 
mented. 

Comments from agencies indicat: 
that legal checks of copy have been 
found to be absolutely necessary 
One large agency handling a beer 
account said that due to the vary- 
ing requirements of states, as com- 
pared with the national situation, 
great care must be exercised in the 
distribution of advertising to make 
sure that no local or state regula- 
| tion is violated. This is especially 
true where advertising of a retail 
outlet is considered a gratuity, so 
that a hotel, for instance, may not 
be featured in product advertising 
in its own community, though it 
may be used in other areas without 
| objection. 


Work Closely With FTC 


One of the important thing: 
| which has developed from the con- 
| stant necessity of avoiding legal 
complications is the desirability ot 
|; maintaining good personal relation- 
— with the FTC and its staff. 
For this reason advertisers and 


agency principals make frequent 
|trips to Washington when serious 


questions arise, discussing the points 
at issue in person to make sure that 
the policy of the commission is fully 
understood, and also making it clea: 
to the FTC that the advertiser and 
agency are acting in good fait! 

When this is done a spirit of mutual! 
|understanding is developed and a 
satisfactory working relationship 
can be established. 


“Topeka State Journal” 
Stauffer’s 8th Paper 

Oscar S. Stauffer has bought the 
Topeka State Journal from Henry J 


Allen, Arthur J. Carruth, Jr., and 
William P. Snyder. The addition 


runs the Stauffer string to eight 
dailies. 
The list includes newspapers in 


Arkansas, Nebraska, Oklahoma and 
New Mexico. 
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ADVERTISING AGE 


LETS BURY THIS BOOMERANG 


~ 


~ 


BEFORE IT BURIES US 


It's apparently time to duck under our own fire! Imagine our embarrass- 
ment to find “flexibility,” pride of newspapers’ sales artillery and once a most ef- 
fective, straight-shooting weapon, now shooting us curves! Because this valua- 
ble virtue—the ability to use newspaper advertising when, where, how much 
and how often one wishes—has been stretched a little too far, it now endangers 
both advertisers and publishers. 

The very quality of flexibility has led national advertisers more and more to 
use newspapers primarily to bolster the weaknesses of other media in widely 
scattered markets. Thus, while they entrust newspapers with their most diffi- 
cult selling assignments, the records show that national advertisers as a whole 
now seldom use newspapers with the regularity, consistency or coverage pattern 
which, strangely enough, other media enforce. 

In fact, only 42% of the 276 products of America’s 100 leading advertisers 
were actually “nationally” advertised in newspapers last year. Only 27 were 
newspaper-advertised in a 3l-city sample of the country’s six sales divisions. 

Why keep the strong, offensive power of newspaper advertising under wraps 
on the substitutes’ bench? If you’re out to win, put in the FIRST team... put 
the full power of newspaper advertising in your regular selling lineup. 


This is one of a series of advertise- 


ments sponsored by The Daily Okla ay cts ONG ‘/ Ombshet Osil 


homan and Oklahoma City Times in 
the interest of a better understanding 
between advertisers, advertising agencies 


and publishers 


= 


THE OKLAHOMA PUBLISHING 
OKLAHOMA CITY 


bath/ 


How Many “Nationally Advertised” 
Products Are Advertised Nationally? 


Analysis of the placement of newspaper schedules for the 276 prod- 
ucts of America’s 100 leading national advertisers in 1938 was made 
with a 3l-city sample representing population groups of 100,000 and 
up selected from 6 sales areas conforming to nationwide radio network 
coverage. While this is by no means an analysis of national: advertis 
ing in ALL U. S. cities, it furnishes a practical index to general news- 
paper schedule placement by national advertisers 


Products 

Advertised 
In less than 5 key cities 73 
In 6 to 10 key cities 24 
In 11 to 15 key cities 40 
In 16 to 20 key cities 38 
In 21 to 25 cities 39 
In 26 to 30 key cities 35 
In all of the 31 key cities 27 
Total Number Products Advertised 276 


hy COMPANY 


BO mn! PF OKLAHOMA 


iN © ORLAHMOMA CITY Tihyilss 


E FARMER-STOCKMAN *# MISTLETOE Express #4 WKY. OKLAHOMA City 4 KVOR, CoLorapo SprInGsS *& KLZ, Denver (Affiliated Mgmt.) *# THE Katz AGENCY, INC., REPRESENTATIVE 
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pany, are included in the stock- | 
Well Known Admen holders’ list, which also contains 


such names as Dorothy Thompson, 
Marshall Field, John Hay Whitney 


Back Ingersoll in and Mrs. Louis Gimbel. 
Mr. Ingersoll announced that the 
new paper will carry no advertising 
° ° at the beginning. The price of five 
farting e@W al y cents, he said, will cover all pub- 
lishing expenses. 
: Mr. Ingersoll, who resigned in 
P. K. Wrigley, Chester April, 1939, as publisher of Time in 
* order to develop the project, will 
Bowles Listed Among be president and editor of the paper 


Stockholders which is still unnamed. William 


New York, Jan re Figures | York News, will be business man- 
prominent in the advertising world | ager; George Lyon, formerly with 
are among those who have sub-. Scripps - Howard Newspapers, will 
scribed for $1,500,000 stock in the! be managing editor; and Donald F. 
new evening newspaper to be) Stewart, treasurer. 
launched here by Ralph McA. In- 
gersoll, it was revealed this week 
when the financial setup for the Among editorial innovations will 
venture was termed complete. June | be the treatment of advertising as 
1 was set as the publication date.| news. A digest of advertised items 

Chester Bowles, president, Benton | will be printed regularly as a serv- 
& Bowles, and Philip K. Wrigley,| ice to readers. This feature will 
president, Wm. Wrigley, Jr., Com-| not be sold to advertisers. The 


Ad Copy Considered News 


ae Because this name fits our territory like a 
a: glove, we say to George F. Drake of Black- 
oe ett-Sample-Hummert, Chicago, ‘“Congratu- 


lations and $500!” 
Yes, “America’s Money Belt’ fits perfect- 
ly because in our combined primary area 
17% of the nation’s total cash farm income 
is produced. ‘Money Belt” farms average 
$1,749.00 in cash income as compared with 
ceil the national average of $1,184 per farm. 
Within our 385 primary counties are 17% 
of the nation’s farm autos—over 25°% of 

the tractors. 

“America’s Money Belt” is well divided 


ghee. laa 


WMT * 


CfoaR RApIOS 
WATERLOO 


Baumrucker, Jr., now with the New | 


e 
Why a Chicago Agency 
a ‘Icley ' ‘o.: George ta 
Man Called This Area.. ge AES ae 


eh f Wf i/4 Co., and Don McKiernan, Georg: " 

ies i 4 F. McKiernan Company. a 
x eo ; tis 00 

of Tauber Resigns 

— Herman J. Tauber has resigned N 
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new paper, which will be smaller engineer. He was of the group SETS PUBLICATION DATE 


in size than the usual tabloid, will which helped develop The New 
be printed in black with a second | Yorker, serving as managing editor 
color on a new type of stock re-| from 1925 to 1930. He was manag- 
cently developed. Presses specially | ing editor of Fortune during its first 
equipped to use fast-drying maga-| five years, and was vice-president 
zine inks have been designed for | and general manager of Time, Inc., | 
use by the Ingersoll paper. during the period in which Life was | 
News will be highly depart- | developed. 
mentalized, with much of it ab- = 
breviated for quick reading. Back- Caldwell-Baker 
ground, interpretation and signifi- | | 
cance of the news will be given | Adds Three Accounts 
more attention than is customary in Freihofer Baking Company, In- | 
newspapers. _dianapolis, has placed its advertis- | 
The paper will be in the nature |!n8 account with Caldwell-Baker | 
of a news digest, without comic | Company, Indianapolis. 
strips, editorials, or column fea-|, Other new accounts in the fold of 
. : |Caldwell-Baker include’ Bradway | 
tures. The front page will be de- | Chocolate Company, Newcastle, Ind., | 
voted to an index of the contents, |and Cornell Mfg. Company, Cool- 
arranged informally. Headlines will | Flue stokers. 


also be informal and written to fit | exmeienneniienestane A 
the story rather than to conform Gets General Ceramics R 
to a set headline style. About half | = : p 


of an expected 32-page issue will General Ceramics Company, Met- 
be devoted to pictures, many of | Uchen, N. J. has appointed Wads- 
a |worth & Walker, New York, as ad- 

them drawings reproduced in color. 'vertising agency for its new line of 
Mr. Ingersoll entered journalism |art china. Class magazines, trade 
after several years as a mining | papers and direct mail will be used. | 


Italian Food Line 
> Makes Debut in 


National Field ‘ 


Ralph McA. Ingersoll, who has sei 
June | as publication date for a new 
evening daily in New York City. 


Chicago, Jan. 17.—M & C Italia: pr 
specialty foods will be supported by te 
national advertising this year fo F 


the first time in the company’s his- 
tory, it was announced today by V1 
| William Curotto, president of the by 
| Emm-an-Cee Company, maker ot! ot 
| the line. re 
Copy devoted to the M & C meat ta 
and sherry wine sauce will appea: O} 
in 13 national magazines beginning Cl 
with April issues. Newspaper copy ul 
is also scheduled for key cities i cde 
promotion of both the sauces and A 
the M & C spaghetti dinner combi- Cl 
nation package. Insertions will vary 
in size, with some being full color 


pages. 

Stanley Pflaum Associates is the at 
agency in charge. tic 
—-—— - th 
B. V. Jones Heads : 
. . . ql 
Chicago Direct Mailers “ 

B. V. Jones, Link-Belt Company, 
has been elected president, Direct- 40) 
Mail Advertising Club of Chicago, la 
succeeding John W. Ladd, VU. S A 
Building & Loan League. Othe! ads 


newly elected officers and directors 
are: First vice-president, Joseph 10 
D. Landes, Jr., Rand, McNally Co.; ch 
second vice-president, Chester Carl- 
son, American Colortype Co.; third 
vice-president, Julian Smith, Swig- 


art Paper Company; secretary, Jack ” 
Mannion, Austenal Laboratories, 19 
Inc.; treasurer, Edward Ruggles, K : 
H. L. Ruggles Company. Directors UU 
John W. Ladd; Homer Buckley, we 


Charles Bethke, Chicago Mail Orde: ab 
Co.; Roy Rylander, The Rylande 


from Radio Wire Television, In 

New York, after four years in thi 

: — advertising department He w 

as to population — two million of our peo- formerly with Chalmers Publishir 


ple live in cities and towns, and nearly five Se eee 
million are rural. Its 1,500,000 families 
spend more than $1,500,000,000 annually 
with the 96,000 retail outlets in the area, 
among which are 20,630 retail food stores, 
14,873 filling stations, 4,117 apparel stores 
and 3,048 drug stores. 

For advertisers who enjoy working in 
“Pay Dirt” we have a far greater prize than 
that paid for the winning name—a |! bil- 
lion dollar market put right in your lap by 
The Cowles Stations on one low combina- 
tion rate. May we show you how it’s done? 


tel wath THE REGISTER AND TRIBUNE. Des Moines, lowe | 


Represented Nationally hy THF KATZ AGENCY 
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Securities Drive the more cheerful things of life. and autos, and radio “smile” con- 
18 000 000 Loss R h B Hal Start Search for Two contests will be held for tests, with recipe books going to 
y ] eacnes Du ° e e “eg Cites wien te o ; , he winners 
Thi ¥ Smile Girls’; one to pick the high | the winners. 
D | S wee ~_o poner —— s ears school winners, who will each re- Consumer copy is scheduled for 
Association has launched a _ loca ‘= - - ys ceive an artistic compact, and an- newspapers in all sections of the 
0 Dealers Seen mile Girl . 3 


in Cigarette Levy 


New York Trade Files 
Vigorous Protest with 
City Council 


New York, Jan. 18.—The cigarette 
tax situation continued to make 
news here this week as city author- 
gained another postponement 

the test case being brought by 
ADVERTISING AGE, and the New York | 
Retail Tobacco Council filed a new | 
protest with the city fathers, claim- | 
ng that local tobacco retailers will 
ose $18,000,000 a year due to the 
pecial taxes. | 

The postponement of the test case | 
nvolving Kenneth C. Crain, a mem- 
ber of the New York staff of ApvER- 
rISING AGE, came as expected. Mr. 
Crain was to be tried on the charge 
of bringing tax-free cigarettes from | 
New Jersey into New York on Dec. | 
12. The city sought and gained a} 
postponement until Jan. 15. Yes- 
terday the case was put off until} 
Feb. 15. 

The postponement, like the pre-| 
vious one, was vigorously opposed | 
by Mr. Crain, who pointed out that | 
other innocent victims are being ar- | 
rested and fined daily while the city | 
takes its time about gaining a legal 
opinion from a higher court. The 
city does not wish to try Mr. Crain 
until the Appellate Division hands 
down a decision on appeal by Ruth 
Anderson, who is also fighting the 
city’s enforcement efforts. 


ties 


Dealers Face Ruin 


The retailer group submitted an 
analysis of the cigarette tax situa- 
tion to Mayor F. H. LaGuardia and 
the city council, claiming that the 
one-cent per package city tax is 
driving thousands of tobacco retail- 
ers to ruin and should be repealed. 

It was pointed out that the city’s 
40,000 dealers have not only lost a 
large proportion of the cigarette 
sales volume, but also an untold 
number regular customers who 
made other regular pur- 
chases which help the tobacconists 

laintain their business. 

On the basis of six-month figures 
issued by the city to cover tax 
stamp sales from July 1 to Dee. 31, 
1939, it was claimed that over 72,- 
000,000 fewer packages of cigarettes 
were sold in the city since the city 
tax was levied along with a two- 
cent state tax than in the compar- 
able six months a year previous be- 


ol 
formerly 


{ 


lore special taxes were collected 
The financial loss to retailers for 
the six-month period was $9,000,- 


000, it was said. 


Names Hoyt Company 


The Connecticut State Develop- 
ment Commission has appointed 
Charles W. Hoyt Company, Hart- 


ford, to direct its account. 


KAUFMANN & FABRY CO 


TELEPHONE > 


HARRISON 3135 


ithe early 


campaign to familiarize the public 
with over-the-counter markets. 

Based on copy run in other cities, 
the campaign will describe the elab- 
orate facilities created to handle this 
type of trading. 


Plans Health Magazine 
Joe Bonomo Publications, Inc., 

New York, will begin publication in 

spring of Good Health- 


keeping, bi-monthly dealing with 
physical culture. Claude N. Pal- 
mer, formerly with Pictorial Re- 
view, is advertising manager. Of- 


fices are at 1841 Broadway 


first strolled in. 


kets in America for 11 


for 10 years—two for 9 


twenty-five for 5 years. 


—and stayed for 
fourteen years 


FOURTEEN YEARS AGO—about three years 
after we first began pushing sound out of 
this station—a not-very-enthusiastic young 


man came to dinner at ow plac e. 


Put his product on the air? Pipe good 
money into space? Buy something he 
couldn't SEE—FEEL—COUNT the pages 
of? Well—he would! And he did! And he’s 


used WOR for 14 years from the day he 


‘Today the story of his success is one of the 
brilliant group of more than 60 success 
stories we've said so much about. Flank- 
ing it is the story of a maker of bread who 


also has used WOR for 


Presently a considerable number of smart 
people came to stay with us. Eight of them 
have profitably used WOR for 12 years. 
Another man has had us coast his enter- 


tainment into the greatest group of mar- 


years—seven for 7 years—six for 6 years- 


The only reason why WOR is here to tell 
this story is the same reason why these ad- 
vertisers are still with the station: WOR 
sells a lot of things—fast—at low cost 


more people ~more often. 


Ouraddressis1440 Broadway in New York. 


Sherman, Tex., Jan. 17.—It may 
have been “oomph” for a lot of ad- 
vertisers last year, but this year it’s 
the “smile girl” for the Interstate 
Cotton Oil Refining Company, 
maker of Mrs. Tucker's shortening. 

This was disclosed this week 
the company launched its 1940 cam- 
paign, a portion of which will de- 
vote attention to picking the “Smile 
Girl of 1940" from colleges and high 
schools. This event is part of the 
entire campaign which will seek to 


as 


other for college girls. Winners in 
the latter group will participate in 
an essay contest, with two prizes of 


$150 or trips to New York offered 
winners They will write 1,000 
word essays on “How to make 


people smile and spread happiness 
in the world.” 


Joy at Every Turn 


The happiness theme will be ex- 
ploited in both dealer and consumer 
copy, involving such details as 
membership in Mrs. Tucker's smile 


| turn attention of consumers toward | club; smile stickers for stationery 


14 years. 


years—two others 


years—three for 8 


to 


, 


country. Radio advertising includes 
use of the Texas Quality Network, 
XEAW and WKY. The greater at- 
tention to “smile” copy this 
will benefit from the well known 
trade mark of the company, Mrs. 
Tucker's smiling face. 

Wilson W. Crook, Dallas, is in 
charge of advertising for the prod- 
uct 


year 


Wales Agency Moves 


Wales Advertising Company, New 
York, has moved to 580 Fifth ave- 


| nue 


ame t 
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Selling the Independent Voter 


The reliable Dr. Gallup has 
called attention through a recent 
poll by the Institute of Public 
Opinion to the fact that the 11,000,- 
000 independent voters of the coun- 
try will determine the outcome of 
the next national election. Their 
votes next November will swing the 
balance for or against the nominees 
of the two major parties, and for or 
ugainst the policies which have 
characterized the new deal as op- 
posed to those advocated by the 
more conservative political groups. 

The elections of November, 1940, 
and the primary and convention 
votes which will precede them, will 
make this a year of great political 
activity. Much of the propaganda 
in favor of certain candidates and 
issues will be carried on through the 
news and editorial pages of news- 
papers and magazines, as well as 
on the air. But since the shrewd- 
est and most successful directors of 
political campaigns know that the 
independent vote, the key to suc- 
cess in 1940, cannot be swung by 
partisan appeals, but must be influ- 
enced through direct selling of a 
logical and persuasive character, 
they will undoubtedly see the ad- 
visability of using paid advertising 


us one of the major devices for 
reaching and influencing the 
thoughtful, responsible men and 


women who make up the bulk of 
the independent 11,000,000. 


10 Cents a Copy, $2 a Year 


We have seen advertising used 
heretofore on a big scale in political | 
campaigns. It has been especially 
effective in cases where ideas and 
issues, rather than personalities, | 
have been involved. In instances | 
where controversial legislation, 
such as chain-store taxes, old age 
and other pension funds and new 
social programs, has been presented, 
advertising has served to crystallize 
these questions and to present them 
in a convincing way to the public 
at large and the independent voters 
in particular. 

We believe that advertising can 


role in political contests in this 
country. Voters need to be better 
informed, and it 
true that much of the material pre- 
sented in campaign speeches 
peals less to reason than to preju- 
dice. Copy written for 
advertisements must be 
more sanely and with greater regard 
for accuracy. In the discussion of 


broad questions involving basic na- | 
tional policies, the correct statement | 
of the issues and the arguments for 


and against specific proposals must 
be carefully prepared and subjected 
to analysis by thoughtful voters. 

Campaign funds this year should 
therefore be budgeted to _ pro- 
vide for advertising specifically 
directed to selling the all-important 
11,000,000. 


Getting Closer to Stockholders 


James F. Bell, chairman of the, primary purpose of the meetings, | 


board of General Mills, Inc., has| Mr. Bell pointed out that many of 


been conducting a series of regional 
meetings with stockholders of this 
great corporation in New York, 
Chicago, Detroit, Los Angeles and 
San Francisco. Other meetings are 
to be held in Boston, Buffalo, Cleve- 
land and Minneapolis. 

The purpose of the meetings is 
to familiarize stockholders with the 
management of the company, its 
policies, and the products which it 
is selling and advertising. General 
Mills is a Delaware corporation, and 
as in the case of many other large 
companies, the stockholders do not 
attend annual meetings in large 
numbers 

While the attendance at the meet- 
ings which have been held thus far 
by General Mills has not been re- 
markably large, numbering usually 
between 100 and 200, they have 
attracted widespread attention and 
newspaper comment, and have done 


business of its activities. 
While increasing sales is not the 
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the stockholders of General Mills. 
Inc., are not familiar with its prod- 


| 
} ucts, and that even those who know 


of them are not always regular 
users. Thus, aside from the pri- 
mary purpose of building greater 
understanding among the 
holders, there is the worth 
by-product of stimulating their in- 
terest, as consumers, in the goods 
which their company makes and on 
the sale of which their dividend 
checks depend. 

There are 18,000,000 individual 
stockholders in corporations in the 
United States. They should com- 
pose an army of important advo- 
cates of the maintenance 
enterprise and the profit system. If 
more corporations were to follow 


the enlightened example of General | 


Mills, which has 10,000 stockhold- 
ers, a great deal could be done to 


insure national policies which would | 
much to inform the owners of the | encourage 


the fullest and 
development of 
American industrial system. 


most 


satisfactory our 


and should play a more important | 5 
| 


is unfortunately | ===> F< : 
Se 


published | 
prepared | 


stock- | 
while | 


of free | 


MORE TRUTH THAN POETRY 


Farm Journal and Farmer's Wife 


Now, Mr. Squilch, | am proud to congratulate you on winning the $25 Dipsy 
Quiz Contest—$25 less gift tax, income tax, sales tax, county franchise tax, sep- 
aration tax and city tax makes you owe the sponsors of this program exactly $1.14." 


Ad-li 


bbing 


Freedom of the Press 

Seldom have we seen such a 
striking example of the difference 
between a free press and a subsi- 


dized press as appears on page 57 
|of the Jan. 20 issue of 
|where a_ half-page advertisement 
for American Telephone & Tele- 
graph Company appears cheek by 
| jowl with several hundred words of 
| outspoken criticism of A. T. & T.’s 
policy of furnishing facilities to 
General News Bureau and other 
groups disseminating racing infor- 
| mation. 

We do not assume that the 
appearance of this advertisement on 
the same page with the story criti- 
cising the company was anything 
but a coincidence, and very likely 
it was a coincidence which doesn't 
make the makeup men too happy: 
| but it does present such an unusual 
j}example of editorial independence 
that we could not help commenting 
lon it 

We doubt if anything like this 
could have happened in the press 


| 
| 
of any other country on earth 


Ammunition? 
| We're intrigued with the results 
of a survey among doctors and den- 


tists reported by Liberty, which, in 
| addition to showing that almost 55 
per cent read Liberty always or oc- 
casionally, reports on their personal 
preferences in dentifrices. 


our eye is that a considerable num- 
ber of dentists apparently refuse 
most sturdily to “Do as your dentist 
does,”” because 12 more use paste 


Collier's, | 


The most striking thing that hits | 


| than powder, and the leading paste 

brand (Ipana) gets almost twice as 
| much custom from dentists as the 
leading powder brand (Calox). 
Here's the actual score on types of 
dentifrices used by dentists, as 
shown by the Liberty tabulation, 
covering 345 dentists: 


Type Used No. Per Cent 
Paste .133 38.5 
Powder 121 35.1 
Liquid er 11 3.2 
Both paste and powder 34 9.9 
| Both paste and liquid. .13 3.8 
| Both powder and liquid 5 1.4 
| All three 27 7.8 
None l 3 

Among doctors 46.2 per cent 

voted for paste, 37.1 per cent for 


powder, and 2.5 per cent for liquid, 
while 1.4 per cent (a total of four) 
reported they got along without any 
of these aids to oral hygiene 

Consolidating both groups, the 
tabulation gives Ipana first place 
with 20.4 per cent, Dr. Lyons 9.1, 
Squibb’s paste 8.2, Revelation 8.1, 
Calox 7.9, and Kolynos 7.3. Next 
come Pepsodent and Colgate paste 
and Teel, each with somewhat less 
than 5 per cent 


Jottings 

Chris Sinsabaugh, editor of Auto- 
motive News, tells in his “auto- 
| biography,” now running in that 
| publication, of the way in which 
newspaper columnists and editors 
;unanimously paid little, if any, 
attention to the announcement of 
the organization and incorporation 
in New Jersey of the General Mo- 


tors Company, Sept. 16, 1908. “You 
can't blame the dailies for lack of 
news sense,” he says, “for the new 
company was incorporated for only 


$2,000 and there was no indication 
that in the years to come it was to 
become one of the world’s 
industrial corporations.” 
“Come in and see the buck Eli 
got on his hunting trip,” advertised 
|Eli Herson, grocer of Flint, Mich 
|Customers who asked to see it were 
told it was hanging on a meat hook 
in the refrigerator. And it was 
dollar bill which Eli explained was 
won in a poker game in the hunt- 
ing camp 
| A brief bow goes to Columbia 
Broadcasting System for its booklet, 
“The Magic of Radio Transmission,” 
which tells the technical story of 
broadcasting in simple and very ef- 
fective language 


greatest 
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Information 
for 
Advertisers 


The following documents may | 
secured without charge from cor 
panies sponsoring them, or throu; 


ADVERTISING AGE, by any nation 

advertiser or advertising agen 

executive writing on his busin 

letterhead. 

No. 1588. Memphis Liquor Stor 
Survey. 


The Memphis Press-Scimitar ha 
issued this survey of all liquo 
stores in Memphis, with best sellin 
brands specified. Liquor stores 
Tennessee have been in operati 
only since last July 5. 


| No. 1589. And Promote Bu 
ing Too. 

This booklet, issued by Sweet 

Catalog Service, shows the diffe 


ence between sales promotion a: 
buying promotion, defining the lat 
ter and showing the position it 
cupies in industrial marketing. |! 
describes means of organizing ar 
| coordinating buying information, 
No. 1584. How Big Business Buy 
Its Passenger Transportation. 

This study, issued by The Traffic 
World, shows the manner in whic! 
traffic departments of industria! 
and commercial concerns buy pas- 
senger transportation for company 
departments and employes. The 
scope of the influence held by traf- 
fic departments in the selection of 
routes and carriers, as shown in 
the survey, indicates the importanc: 
of this market for passenger ser\ 
ices, 


No. 1585. MIBS Market Data. 
Missouri - Illinois Broadcasting 
System has issued this folder, whic! 
tabulates population and _ retail! 
sales for its primary and secondary 
listening audience. A map shows 
the coverage of the area served by 
member stations, KWK, St. Louis 
KWOS, Jefferson City; WTAX 
Springfield and WSOY, Decatur. 


No. 1581. Life with a Refrigerator 

This is Reader-Editor Report N: 
28, a continuation of a series o: 
household equipment issued by) 
Woman’s Home Companion. Thi 
report compiles information on th: 
refrigerators of the Companion’: 
reader - editors (the reader - grou; 
which functions in an advisor) 
capacity), and shows how the re 
frigerators are used and cared fo! 
and how they affect buying habits 


No. 1583. Providence Market Data 


The Providence Journal-Bullet 
has issued this data book on Rhods 
Island and the Providence marke! 
dealing with people, homes, incom 
manufacturing, etc. There is 
breakdown of newspaper coveras 
and a reader survey with grap 
showing reader interest, page b» 
page, for specified issues of th 
Sunday Journal and evening Bu'- 
letin. 


No. 1578. Sioux Falls, a 
000 Market. 

The Sioux Falls 
has issued this brochure-full 
facts and figures, with maps 
illustrations, on Sioux Falls and 
trading area. It covers populat 
income and _ “sales, tabulates 
value of manufactured products 
farm crops and gives details on t 
editorial features and circulatior 
the newspaper. 


No. 1579. The 
Market Book. 

An impressive job has been 
by The American Home in 
market book which defines 
maps 94 metropolitan district 

the country and their retail 
ping areas. Each district carr! 


$50,00 


Argus-Leadet 


mS oe 


American H 


tabulation of population, 
sales, buying power and |! 
with a _ specially prepared al 
which correlates the data. Th 
book is available without charge 


only to national advertisers 4” 
their advertising agencies. 
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Court Sentences 


January 22, 1940 


Tower Officials 
fo Jail Terms 


Miss McNelis’ Friends! improper 


of the mails to 


ing deliberations. 


Seek to Raise Funds for! called back to the court room dur- 


Appeal 


New York, Jan. 16.—Catherine 
\icNelis, John P. MecNelis and Jo- 


. who were found guilty of mail 
ud by a United States district 
urt jury Dec. 30, were sentenced 
serve a year and a day in jail by} 

judge Clarence E. Galston here 
terday. 

Convicted on all seven counts in | 
the indictment, the defendants were | 
sentenced to serve a year and a day | 
on each of the first six counts, with | 
the sentences to run concurrently. 
A year’s probation was added for 
the seventh count. The bankrupt! 
Tower company was _ fined $700, | 
$100 on each count. | 


E. Frederick Low, former comp- 
troller, who pleaded guilty and tes- 
tified for the government, was 
placed on probation for one year. | 
Judge Galston declared that despite | 
Low’s title, he was merely a clerk | 
and not responsible for misdeeds at | 
Tower. Mr. Low had testified that 
he was “comptroller in name only.” | 


Appeal Weighed 


Although it had been indicated | 


during the course of the trial that | 


the financial condition of the de- 


fendants would not permit an ap- | 


peal in case of a guilty verdict, it 
was revealed here today that friends 
of Miss MecNelis are rallying to her 
defense by contributing to a fund 
for an appeal. Notice of intention 
to appeal will be filed shortly, ac- 
cording to Archibald Palmer, attor- 
ney for Miss MecNelis and Mr. 
Flynn. 

Judge Galston declared that he 
would recommend to the Attorney 
General that Miss McNelis be com- 
mitted to the Federal Reformatory 
tor Women at Alderson, W. Va. He 
also indicated that, pending good 
jail behavior by the defendants, he 


would entertain a motion for pa-| 


role upon completion of one-third 
f the sentence, or four months. 


Judge Gives Views 
The court declared it harbored 


no doubt of the justness of the ver- | 


dict.’ The maximum possible sen- 
tence of 35 years in jail and a $7,- 
000 fine was not imposed, the judge 
said, because unlike other 
fraud cases there was no protest 
from victims of the fraud. 

U. S. Attorney Robert E. Pratt, 
vho was in charge of the prosecu- 
tion, recommended heavier penal- 


an 


mail | 


his request in placing Mr. Low on 
probation. 


Denies Dismissal Motion 


Jesse Climenko, attorney for John 
MecNelis, moved for a new trial on 
grounds that the government failed 
to prove misrepresentation of cir- 
| culation figures, that no proof of use 
defraud had been 
shown, and that the jury had asked 
questions 


denied the motion and granted an 
exception. 

Seeking leniency for his clients, 
pointed 
h E. Flynn, all former executives | Flynn was a penniless parent who 
the defunct Tower Magazines,| was employe 
stockholder of Tower. He also re- 


ties than the judge imposed. He 


isked for imprisonment of 


onths for all three defendants on 
all six counts, sentences to run con- 
currently. Judge Galston followed 


18 


peated his story of Miss McNelis’ 
rise to prominence from humble 
beginnings to a point where she 
was selected as one of the nation’s 
10 outstanding women. 


Folsom in New Post 


Frank M. Folsom, who resigned 
as vice-president and merchandis- 
ing director of Montgomery Ward 


|& Co. in December, has been elected 


vice-president and chief executive 
officer of Goldblatt Brothers, Inc., 
Chicago department store 


Joins “This Week” 


Charles M. Kinsolving has been 
added to the promotion department 
of This Week. He was previously 
associated with the 
Vision, which was not published 


planning of 


Grocery Jobber 
Is Sponsor of 
‘Everywoman’'s’ 


New York, Jan. 18. 


| 


Evidently 


| intended as a rival to Woman’s Day, 


published by Great Atlantic & Pa- 
cific Tea Company, Everywoman’s 
Magazine is distributed 
through independent grocery stores 
of the country. The publisher is 
Coast to Coast Publishing Company, 
501 Madison avenue, and the spon- 
sor is Francis H. Leggett & Co., New 
York grocery jobber whose Premier 
food line is widely known. 
Elita Wilson is editor of the new 
magazine; Frank Grady, managing 


being 


|editor, and R. W. Tierney, advertis- 


ing manager. The publication is 
priced at three cents. 

The magazine is said to have been 
received with enthusiasm by the 
retailers charged with its sale, in 
view of the battle for business in 
which a well-edited paper may well 
tip the scales for or against any 
given retail factor. 


Boston Beer Company 
To Expand Campaign 


Boston Beer Company, Boston, 
will launch an expanded campaign 
in New England for its beer and ale 
this spring, using newspapers, radio, 
outdoor and _ point-of-sale adver- 
tising. 

H. B. Humphrey Company, Bos- 
ton, is the agency in charge 
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Armstrong Cork 


include Gold Leaf, Silver 
Topper, Quilt, and Art Weave. 


Leaf, 


Oil President 


similar committees in other states 


| that it will be used on something 


i c 


A HELPING HAND | 


My 
4 Present promotion of the rubber s = like a national basis. 
x Taps New Outlets goods features a newly designed Indites Classic None of the advertising organiza- | THERE STANDS 
ee : “family” package, with each item = ‘ - tions through whose good offices the | 
= for Rubber Line in the line similarly packaged in for Finns Relief Dawes copy was reproduced, nor | 
- Lancaster, Pa., Jan. 18.—An es- blue and featured by a picture of Chicago, Jan. 17.—Deeply stirred | the newspapers which published it FIN I AN D 
= tablished leader in the floor cover-| the product. This move was taken by the heroic defense of Finland,| accepted any remuneration. Leo) 
es ing field, Armstrong Cork Company i" response to retailer requests for; Henry M. Dawes, president, Pure} Burnett Company provided the lay- | —_ aN ( 
; revealed this week that it is branch- | Tubber products which could be ef-/| Oil Company, sat down at his desk|out, art concept and supervised ; A 
ing out in a new direction by speed- | fectively merchandised by means of | the other day and poured out his} production. Herbert Bielefeld, Inc., 
ing distribution of a new line of | Mass displays. feelings in a classic so perfect that| furnished the artwork—the lonely, | 
rubber sundries to be sold through! Batten, Barton, Durstine & Os-| Philip R. Clarke, chairman of the|but indomitable figure of a woman, 
drug stores. born, New York, is the agency han-| Chicago committee charged with|raising her head from a hard and 
Armstrong’s venture is being pub- dling the Armstrong account. raising $100,000 for the Finnish Re-| unaccustomed task to gaze at some 
licized by a heavy campaign to the ———<$<—<—$——— lief Fund, contemplated it with rev-| marauding planes etched against 
trade in business papers. At least Calgon Names Moon erence and shook his head at the|the sky. Typography came from 
for the next few months. no con- ; Cie hasan Bis idea of changing a single syllable.| Bundscho, Inc.; engravings from 
sumer promotion is planned for the | es Nae ecg Marla Mr. Clarke, who is president of | Collins & Alexander, mats and elec- . 
new Armstrong line which includes | Kew Weuk, on saurehantielae pone de the City National Bank & Trust | tros from | Partridge & Anderson, - 
hot water bottles, fountain syringes, | se} for Calgon, water-conditioning | Company, set the wheels in mo-j|and the window placard from Reu- ce eee atid aii a 7 
ice caps, ice bags, douches and! preparation. |tion and the epic shortly emerged ben H. Donnelley Corporation. a he ths dichaims went ts be the one ches gener | 
household rubber gloves. —_———-— ,in the form of an advertisement, | ment wide Bung: would bs be the men populous oF thet wt c 
| : : “There Stands Finland,” and began | FEAR PD MAGA eH eae li 
Emphasizes Packaging a oe - to appear in newspapers and com- Hamilton Joins WOR titan uh thy ates Ghetaaniins Wie 4S in 
P i _ . = . e alne eveiopmen om- | : < rc i . t i aT ‘ horde, which faces annihilation rather than compromise ‘ 
The company s debut in the neW | mission has approved a campaign in | munity papers in and around 5 | William Thomas Hamilton, for- oe PARE TIO aries eat f 
field is explained by its acquisition |pehalf of the state’s attractions to | ©28° It also took the guise of @/merly with Station WNEW, New sheen ett tebbabn anette be * . 
some time ago of Whithall-Tatum|run in 35 metropolitan newspapers | tWo-color card for window and / york, has joined the sales depart- sidecnthincgnccibulai adeeb tine r 
Company. Trade names involved!and 25 magazines. counter display, which so intrigued | ment of Station WOR, Newark. d 
Mf " - = ti 
IT 
. ~ hi 
= 7 
W 
ce 
| Henry M. Dawes, president of Pure Oj! Bt 
| Company, was the copywriter for this he 
Finnish relief advertisement in Chicago pe 
——-~- lu 
7. ta 
Tax Diversion Hit : 
in Radio Talks by . 
Business Paper - 
Chicago, Jan. 17.—Arousing pul tig 
lic interest in the diversion of gas al 
line tax funds from road construc- ad 
tion and maintenance to other pu oO} 
poses will be one of the objectiv: he 
of a series of radio broadcasts to b« ul 
sponsored during the Road Shoy 
Jan. 29-Feb. 2, by Roads «a 
Streets, a Gillette publication, ov: 
Station WIND. of 
Scranton Gillette, publisher, «1: in 
nounced plans for the broadcast M 
| which will be heard from 5 to 5:15 sO 
p. m. daily. He said that leade: eC 
in the road construction indust of 
would deal with tax diversion a) pu 
other subjects of public interest the 
American Finance 
Names Pflaum Agency the 
American Finance Conferenc ar 
|Chicago, has appointed Stanl Th 
Pflaum Associates, Chicago, as pub- hi 
lic relations counsel. 19: 
| The Conference is composed 
independent automobile _ financt an 


FOR LOCAL STATION PROGRAMS 


Toradiostations, N BC offers two outstanding 
services for building local commercial and 
sustaining programs: 

First is NBC THESAURUS... A Trea- 
sure House of Recorded Programs” —supply- 
ing a wide variety of fine musical material re- 
corded by established “name” artists and en- 


sembles, with weekly continuity for eighteen 
sparkling program series (total, 65 programs 
per week). 
Second is NBC Syndicated Program Ser- 
skilfully produced dramatic and mu- 
sical shows that are tops in entertainment, 
among them “The Lone Ranger,” “Secret 
whe Agent K-7 Returns,” “Carson Robison and 
His Buekaroos,”” “Heart Throbs of the Hills,” 
“Five Minute Mysteries” and others. 


- WBC 


FOR “SPOT” PROGRAMS 


NBC plans and produces complete “custom” 


vice 


recorded programs. This service covers writ- 
ing, casting and production of the show, plus 


+ recording, processing, manufacturing and dis- 
“ihe . ° ° , 
ain ree tribution of duplicate pressings. 


For agencies having their own production 


facilities, recording — NBC. OR THACOLS.- 
T1C—together with processing and manu- 
facturing of pressings is available. 

“Spot” and local advertisers have discov- 
ered a gold mine in NBC THESAURUS pro- 
grams available for sponsorship at economical 
cost on over 200 stations. The Syndicated 
Programs described above are also available 
to “spot” advertisers in one or more markets. 


ColyBC 


FOR PLANNING AID 


NBC is eager to assist advertising agencies in 
the planning of recorded programs. It offers 
studios and the finest technical service with or 


without casting help and other production aids. 

The outstanding facilities of the “Program 
Center of Radio” are yours to command when 
your show is recorded by NBC. What's more. 
the recorded program is the nearest thing to a 
live studio broadcast when reproduced — it’s 
NBC ORTHACOUSTIC. With 
care, NBC handles the processing and the 
manufacture and distribution of duplicate 


pressings. 


CallyBl 


FOR AIR-CHECKS 


If you are a radio artist, call NBC for your 
“off-the-line™ or “off-the-air” recording re- 


the same 


quirements, 


~~ ro 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


RCA Bidg., Radio City, New York * Merchandise Mart, Chicago 
Sunset ond Vine, Hollywood 


ccmpanies. 


‘Waters Adds Two “s 


John Lee Burton, formerly wit spt 
Baker, Gordon & Burton, New Yo! ‘ul 
has been appointed space buye) 
Norman D. Waters & Associates 
New York. Marion Bijur, forme 
with Halpert Art Staff, New Yo we 
has been placed in charge of ret 
research. 
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Drugs, Flowers 


Now in Stocks 
of Super-Markets — 


Expansion of Merchan- 
dise cited in Review of 
Outlet's Growth 


Philadelphia, Jan. 16.—Super 
markets are broadening the scale 
of their operations so rapidly that 
they now offer an outlet for vir- 
tually every product bought by the 
consumer, M. M. Zimmerman, pub- 
lisher of Super Market Merchandis- 
ing, New York, said in address be- 
fore the Poor Richard Club last 
week. Starting as strictly grocery 
retailers, super markets are rapidly 
developing into department stores. 

A recent analysis of 500 such es- 
tablishments indicated, Mr. Zim- 
merman said, that 20 per cent now 
handle drugs; 25 per cent, cos- 
metics; 83 per cent, facial tissues: 
21 per cent, liquors; 28 per cent, 
wines; 44 per cent, beer; 84 per 
cent, electric bulbs; 22 per cent, 
general electric supplies; 1 per cent, 
hosiery; 93 per cent, candies;- 16| 
per cent, magazines; 20 per cent, 
luncheons; 16 per cent, soda foun- 
tains; 12 per cent, flowers. 

Asserting that mortality in the in- 
fant, but virile field has been less 
than 2 per cent, the publisher said 
that concentration on volume has 
resulted in an average oper- 
ating cost of 12.9 per cent —a 
igure sO amazing that many chains 
are either opening super markets as 
adjuncts to their established stores, 
or going over to the new system 
heart and soul, abandoning their old 
units 


Just an Accident 


Pure accident and the exigencies 
of the times accounted fo1 aoener= | 
ince of the super market in 1936, | 
Mr. Zimmerman said. Introduced | 
solely as an emergency measure to| 
educe clerk hire, the very absence 
of any form of service caught the 
public fancy, and shortly brought 
the new distribution channel out of | 
improvised shops in garages, old 
varehouses and other refuges 

The super market is still growing, 
the 3,644 counted a vear ago having 
grown to 4,800, the publisher said. 
exclusive of corporate 
hains. Mr. Zimmerman estimated 
1939 volume at 114 billion dollars. 

That the super market has become 
in important factor in the marketing 
calculations of many manufactur- 
rs,” he said, “is indicated by the 
fact that many are according them 
special attention. Some manufac- | 
turers have redesigned cartons and | 
estyled packages in the light of | 
experience with super markets. 
Others have issued special sizes and 
weights shown to be popular with 
the super market trade, which 
comes from as far as 75 miles with 


This is 


News of Monday through Friday 
explained and interpreted = 

delivered Boston to Las Angeles 

the following Monday. 


THE fASTEST MAGAZINE 
ON NATIONAL AFFAIRS 


the family car and lays in supplies 
for a week or more at one visit.” 
With roads becoming bigger and 
better and automobiles still more 
efficient and inexpensive to operate, 
Mr. Zimmerman predicted that the 
trading radius of the supermarket 
will be greatly enlarged in 1940. 


Begin Boscul Drive 


William S. Scull Company, Phila- | 


delphia, will use 22 newspapers in 
Indiana, Ohio, Pennsylvania and 
New Y¥ork in its 1940 campaign. 
Spot radio is also planned in the 
Philadelphia territory. Theme of 
the drive is “Boscul, the coffee that 
tastes as good as it smells."" Comp- 
ton Advertising, New York, has the 
account. 


a 


Annual Promotion 
Awards Presented 
McGraw-Hill Men 


New York, Jan. 17.—First prize 
of $100 in the annual intra-com- 
pany promotion contest staged by 
McGraw-Hill Publishing Company 
| has been awarded to Elmer J. Tang- 
erman, promotion manager of 
American Machinist. The name of 
the publication will be inscribed on 
the permanent trophy. 

Runners-up Named 

Runners-up in the general contest 
|for all around excellence of the en- 
|tire promotion program were Engi- 


|neering News-Record and H. A. 


THE GOODWILL Station 


{80 J. FITZPATRICK. . .WP. Be 


a Se ee 


Haworth, and Business Week and 
Allan Rood. 

Special awards were also pre- 
sented in four classifications as fol- 
lows: Display advertising, first prize 
to Food Industries and $25 to J. W. 
Robertson, honorable mention to 
Power and a certificate to Roger 
Knight. Direct mail pieces, prize to 
Electrical World and $25 to Hunter 
Snead, honorable mention to Ameri- 
can Machinist and a certificate to 
Mr. Tangerman. 
to Electronics and $25 to Wallace 
Blood, honorable mention to Whole- 
saler’s Salesman and a certificate to 
Lloyd Dunn. Miscellaneous sales 
helps, prize to Factory and $25 to 
Shelby McMillion, honorable men- 
tion to Engineering News - Record 


SA 
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Basic Station 


COLUMBIA BROADCASTING SYSTEM 
National Sales Representatives 


EDWARD PETRY & COMPANY, INC. 


50,000 WATTS 


- eal > af 
ih, PE ACO 


Sales letters, prize | 


GEN. MGR, 


and Construction Methods and 
certificate to Miss E. Eaves. 

Judges were: Charles Mc- 
Donough, Combustion Engineering 
Company; J. V. Doll, Texas Com- 
pany: S. L. Meulendyke, Marschalk 
& Pratt; O. S. Tyson, O. S. Tyson 
& Co.; J. R. White, Rickard & Co.: 
Otis A. Kenyon, Kenyon & Eck- 
hardt; Allen L. Billingsley, Fullei 
& Smith & Ross; and Loyola Guerin, 
G. M. Basford Company. 


Two Join WNEW 


Victor von der Linde, formerly 
with the National Broadcasting 
Company, and Ralph Rossiter, for- 
merly head of his own agency in 


New York, have joined the sales 
| staff of Station WNEW, New York 


Bl 
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Walgreen Sets 
New Standard 
with Super Store 


Latest of 489 Units 


Offers Many Merchan- © 


dising Innovations 


Chicago, Jan. 18.—With escalafors 
designed to handle human traffic of | 
6,000 persons an hour, the newest 
link in the Walgreen Company’s 
system of 489 stores was opened at 
State and Randolph streets here this 
week. While the escalators have 
long been familiar equipment in 
department stores, they represent a 
new refinement in the drug field. 
They are required because the Wal- 
green super store occupies two 
floors, of which one is devoted ex- 
clusively to a restaurant. 

A department devoted to sale of 
women’s stockings is one of the out- 
standing innovations to be found in 
the new store. Though Walgreen 
has experimented with this product 


from time to time, executives of the | 


tion of Printing 


housed in this 


building. 


Polk & La Salle Streets 


ja five-cent corncob to a $100 im- 


sy 
mw ELLE 


Kk \ 


from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 
modern, 
Orders of any size can 
be handled efficiently and promptly. 
Located within easy walking dis- 
tance of Chicago's Loop district, 

is most convenient for buyers to 


drop in at our office and discuss 


company are far from certain as 
to the future of this business, par- 
ticularly in view of recent changes | 
in the complexion of the silk and | 
chemical industries. 


Trends in Photography 


The camera department at the} 
new store compares favorably with 
the corresponding niche in any | 
other type of establishment. Even 
a cursory inspection of it reveals 
trend which few in the general 
merchandising field have noted— 
that the store catering to the cam- 
eramaniac must now stock all of the 
chemicals and equipment needed 
}in finishing prints. The modern 
camera addict is no longer content 
to leave the technical phases of 
development to an outsider, but has 
his own dark room where he may 
bring his precious shots to life. 
While drug store merchandise is 
generally considered to be cheap, 
the Walgreen line embraces such 
gems as a Leica at $165. 


Specialties Segregated 


Walgreen has also recognized, in 
departmentalizing its new store, that 
pipe smoking is not merely a habit, 
but often a career. The pipe de- 
partment contains everything from 


ported affair or a complete set for 
$1,000. All of the tools required by | 
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OUR PLANT AT 124 WEST POLK STREET 


Complete facilities for the produc- — 


fire-proof 


their printing plans with us. a, 


PRINTING PRODUCTS CORPORATION 


CHICAGO 
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LAST WORD IN RETAIL MERCHANDISING 


The newest unit in Walgreen Company's chain of 489 retail drug stores presents a fascinating picture of 1940 merchandising. 
An overall view of the store is shown here. 


| 


a pipe smoker in keeping his equip- | fancy packages, it also affords elo-| enjoy anything from a snack up to 
ment in first class order are also| quent testimony to the vitality of an elaborate $1 dinner. 


available. 
While the 


candy 


department 
offers the usual impressive array of 


Geol Digs” 


carefully supervised. 


A Center of Printing Activity 


@ @ Every piece of printing 


produced in our plant is 


Be it 


a Catalog, Publication, Book- 
let, Broadside or other form 
of advertising literature, from 
«> the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 
to cooperate with you on 


your next job of printing. 


the old bulk candy idea. Not long 
ago bulk candy was regarded as 
obsolete as a cracker barrel. The 
depression or something else brought 
it back, so that it again looms large 
on the horizon. The fact is that 
many members of the public will 
not pay more than 30 or 35 cents 
a pound for candy, according to 
Walgreen research. The _ five-cent 
bar is still in evidence in the store, 
but it has a big new brother in the 
ten-cent or family size, in many 
instances. 

Manufacturers of small package 
goods have been well treated in 
the new store. The shelves that 
house the drug and _ prescription 
departments are illuminated by 
specially designed lights which 
make their contents easily visible 
|from the floor. The lights are 
| cleverly concealed in extending cor- 
| nices. 

The Walgreen establishment, as 
might be expected, boasts air con- 
ditioning. Less orthodox is a new 
soundproofing system which ab- 
sorbs 75 per cent of the noise, as- 
suring “a quiet, restful atmosphere 
for shopping, eating or relaxing.” 
And speaking of eating, the Oak 
room seats 500 persons, who may 


of ine 
paign, choose WTAG. Wage earners 


N. C. Newspapers Make 


Murdaugh President 

M. F. Murdaugh, Durham Herald 
and Sun, was elected president of 
the Carolinas Advertising Execu- 
tives at the annual meeting in 
Raleigh, N. C., Jan. 13. Col. L. W. 
Herron, of the Washington Star, 
was the chief speaker. 

N. E. Brown, Columbia Record, 
was chosen first vice-president; 
Josephus Daniels, Jr., Raleigh News 
and Observer, second vice-presi- 
dent; L. Roy Philips, Asheville Citi- 
zen and Times, secretary-treasurer 


Paper Plans to Move 

The Syracuse Post-Standard, 
which acquired the plant formerly 
used by the Journal before its mer- 
ger as the Herald-Journal last Oc- 
tober, has begun to remodel the 
property and will move to its new 
quarters by May 15. The new ad- 
dress will be at East Fayette and 
Montgomery streets. 


Two Apoint Mogul 

Fruit Wine Company of America 
and Man O’ War Publishing Com- 
pany, both of New York, have 
appointed Emil Mogul Company 
New York, to direct their advertis- 
ing. 


want a true cross section 
me groups for a test cam- 


1000 different industries 


(Worcester is 17th among U. S. 
industrial areas) right now are draw- 


99% of the 1928 payroll. 


NBC BASIC RED AND YANKEE NETWORKS 
sw AnD PETRY & COMPANY 
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Y $191,127 for advertising, usually rather than the usual 27 to 30 per|figures are based, together with 
STATE RELEASES CoP’ | competing with areas promoted December Linage cent. They purchased 50,666 lines| their individual records for Decem- 


HA , with much larger budgets. Frank . }of promotional advertising in the|ber, are as follows: 
by vo : Sabs adie, i ee lS es he 
is bringing New Industries V. Couch, executive secretary, said \é ng press during December, Lines 
to Pennsylvania? that the 1939 budget totaled about | = and were hard-pressed by maga-| ADVERTISING AGE (wW)....... 70,602 
| $23,000. Berkshire county received Advertising Press _zines, which accounted for 44,212] Advertising & Selling (m).. 29.694 
an estimated $10,000,000 of the| Chicago, Jan. 17.—Promotional| lines, or 20.83 per cent of the total.| Printers’ Ink (w). ..- 42,560 
state’s $200,000,000 tourist income, linage in the advertising press room | Printers’ Ink Monthly . 13,286 
2 | however. ing December totalled 212,198 lines, | Radio in Third Place Sales Management (sm) . 31,234 
: P ) ines over Decem- ; Tide (sm) .. 24,822 
eae | @e about 20,000 lines ves Decem Radio continued in third place, : 
| pond 1938, and approximately 10,- with 36,694 lines, or 17.3 per cent — 
Ducody in New Post | 000 lines less than November of last} 5¢ the total, and advertising pro- | N O ld 
H. K. Ducody has joined the ad- _ 5 —— released here to- duction accounts, using 16,100 lines, | our Name swa 
vertising department of Dresser Mfg. | 4@Y indicates. or 7.6 per cent of the total, were in | here deny Com Ay P y, ohn 
Company, Bradford, Pa., manufac- ‘o ee fourth place. delphia, has designated Oswald Ad- 
turer of pipe couplings and pipeline | 23.889, to Newspapers ~ se papers’ 12,894 lines put | Vertising Agency, ananoee, to 
pe repair sleeves. He was previously | a ene ee ees ae ee ie a? Ae aaa oq | uandle its account. Three laundries 
Smaral reesureee aay ists cen eter. ~—s| associated with the Bull Dog Elec- | | Newspapers, o nile ee ser 7 ot att punce, — oy Somowes |have appointed the same agency: 
Bihet> 0 tanto GCovevamens tricatty, coeperative tric Products Company, Detroit,|®@Ccount for the largest portion of | by farm papers, 11,956 lines, and Gateway, Stamford, Conn., Blue 
mmieteainatier ste =<cagug where he was in the sales promotion | this linage, were responsible for | agencies, 11,508 lines. Point, Blue Point, Long Island, 
department. only 23.88 per cent of the total, The publications on which these! N. Y., and Eureka, Harrisburg, Pa. 
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PENYSYRLANI 


MEANS BUSINESS 


new HW Sos PR \ mane 1 Has 


Pennsylvania Off 
to Good Start 
on 1940 Promotion 


Pittsburgh, Jan. 17 Pennsy]l- 
vania will divide a $300,000 promo- 
tion budget into nearly equal por- 
tions for its industrial and tourist 
campaigns, it was announced this 
week by Secretary of Commerce 
Richard P. Brown. 

m Initial copy in the industrial 
« phase of the drive is currently ap- 
“ pearing in Business Week, Nation’s 


e Business, Newsweek and The Satur- 
ty day Evening Post. Subsequent in- 
- sertions are scheduled for February, 
d March and April 


A feature of this campaign will 
be a full page in The Saturday 
Evening Post in March, telling 
“ad picture story of the high spots of 
1939 expansion made by industries 
of the state 


: The tourist drive will get unde 
way in March, with this schedule 
including the Post and newspapers 
Of the total budget, $160,000 has 
been allotted for tourist promotion 
and the balance to industrial pro- 
motion. 
Ketchum, MacLeod & Grove is 
the agency for the latter campaign, 
while Al Paul Lefton Company, 
Philadelphia, is in charge of tourist 
advertising. 
BERKSHIRE HILLS 
SEEKS $20,000 BUDGET 
Pittsfield, Mass., Jan. 16.— The 
Berkshire Hills Conference has 
opened its 15th annual drive to raise 
$20,000 for promotion of this area, 
it was announced this week. 
During the past 14 years, the 
Conference has spent a total of 
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He Bought a Winton 
and Started the 
Packard Company 


40th Anniversary of 
Packard Stirs Memory 
of Earlier Era 


Detroit, Jan. 17.—If an 1898 
odel Winton hadn't broken down | 
en route from Cleveland to Warren, | 
., on its maiden trip, the Packard 
car might never have been born. | 
\nd if a modern advertising agency | 
had been on the job for the latter | 
company, the now famous slogan, | 
\sk the man who owns one,” might | 
also have remained undiscovered. 
The anecdotes relating to these 


two incidents were among several 
disclosed here as Packard Motor Car 
Company celebrated its fortieth an- 
niversary. 

The company actually began life 
as an electrical equipment business, 
owned by J. W. and Warren D. 
Packard. Both brothers were much 
interested in the horseless carriages, 
however, and J. W. bought his first 
car in 1898. This was a Winton. 

He took delivery at the factory in 


Cleveland, and then set out for his 
home at Warren, all of 60 miles 
iway. It wasn'ta pleasant trip. He 


was cunpense to “get out and get 


. 2 = 


YANKEE MAGAZINE 
POTENT - POWERFUL - PROGRESSIVE 


1939 Record: 


83°, Renewal 1938 Contracts 


157 New Advertise s 
Be okle fon 


requ 


DUBLIN, N. H. 


BOSTON CHICAGO NEW YORK 


 FOMETHING. 


THE COURIER- 
JOURNAL ALSO 
OFFERS YOU 


COLOR at 
COST 


under” several times and finally ar- 


rived at his destination in the tow 
of two farm horses. In fairness to 
the Winton, it can be recalled that 
this was not an unusual experience 
at that time for the driver of any 
motor car 

Most of these early enthusiasts 
were content to make the best of it, 
as far as motoring troubles were 
concerned It wasn’t so with Mr 


Packard 
Winton Turned Him Down 
Being an engineer 


and of an in- 


ventive turn of mind, he not only 
was able to discover what was 
wrong with his new Winton, but] 
‘ame across many ideas which he | 
believed would improve the car. | 
These discoveries, he reasoned, | 


would be more than welcome to its | 
maker. 

He offered them, but Mr. Winton, 
also an individualist, wasn’t well 
pleased. An argument ensued that 
ended with Mr. Winton’s challenge, 
“If you think you’re so smart, why 
don’t you build a better machine 
yourself.” | 

Mr. Packard was at once in the | 
automobile business. He completed | 
his first car Nov. 9, 1899, made his 
first sale Jan. 3, 1900, 
partnership with George L. Weiss, a 
former Winton man, and _ started 
regular production. 

Three cars were exhibited at the 
first automobile show in New York 
in 1900. Packard, incidentally, is 
the only company among. those 
existing now to have displayed its 
products at this show. The concern 
started as the Ohio Automobile 
Company, changed its name to the 
present one in 1902 and moved its 
plant to Detroit in 1903. 


From Modest Beginnings 


Advertising, as well as the auto- 
motive business, was in its swad- 
dling clothes then, and the new car 
made its debut without benefit of 
the lavish copy that heralds today’s 
models. 

Thus, in 1902, when Mr. Packard's 
secretary received a letter request- 
ing information on the new car, he) 
didn’t know exactly what to do. No 
sales literature whatsoever had been 


ries 


IONAL 


ASK A BRANHAM MAN 


OR WRITE DIRECT TO 


The Conrier-Zourual 


formed a 


SIMPLICITY MARKED EARLY PACKARD ADVERTISING 


The time is 1902. 
Motor Car Company. 


The place is the office of J. W. Packard, founder of Packard 
When his secretary asked what she might say to a pros- 
pective buyer seeking information, J. W. was momentarily stumped. 


Then he 


uttered the sentence that became the Packard slogan. 


F ‘ PH ASywl hm 
} J DR. LYON yr 
“< » TOOTH POWDER 
Te Vir 
E. H. Lyon, 


he told the motor company: 
center insertion is the 


prepared. Mr. 
problem. He provided the pros 
with the name of an owner in 


NEW IN 


FIELD 


1909 model, 


= 


pect 
his 


AFFILIATED WITH 


WHAS 
50,000 Watts, 820 Kilocycles 
Basic CBS Outlet 


Packard settled the, 


Packard Motor Car Company 
Detroit, Michigan 


of the now famous tooth paste company, was one of the first Packard owners. 
"Your advertising stands out as the strongest and most effective that | have seen." 
a sleek job bearing evidence of possibly the first rumble seat. 
right, 


Packard 
WE DO NOT WANT YOU TO THINK 
THAT OUR CAR CONTAINS 


EVERYTHING THAT IS POSSIBLE 
IN AN AUTOMOBILE. THERE 
\RE A GREAT MANY THINGS 
WHICH OTHER VEHICLES WILL 
DO WHICH THE PACKARD MoO- 
TOR CAR WILL NOT—AND WE 
ARE THANKFUL FOR THAT. 


with the same care and 


YE KNOW that, w s 
attention, it will give you better satista 


tron than any other automobile made 


There are two ways tor you to make dead sure of 


\sSK FHE MAN WHO OWNs ON} 


AND 


BUY ONE 


Modesty and simplicity marked the first 

Packard advertisements. The oldest 

specimen is this 1902 insertion which 
appeared in magazines. 


( 
Our 1924 se tl et tt 
Voce =" ra Pa 


THE MAN WHO OWNS ONE 


In this letter, dated in 1906, 
The 


The insertion on the 


appearing in 1924, has proven its point well. 


vicinity and invited him to “ 
man who owns one.” 
Packard devoted its first 34 years 


chiefly to manufacture of motor cars | 


for the “luxury” market. There 
|was a 15-year period, however, 
when it also manufactured trucks. 


;of the 


| 


It made and sold more than 43,006 
latter from 1908 to 1923. 
Some of these trucks are still in 
service, company officials reported. 

Although all motor car prices 
were high in the early years of the 
industry, Packard was consistently 
among the top brackets. Its mini- 
mum price in 1919 was $4,800. 


| Through improved production tech- 


niques, this was brought 
$2,275 by 1927. In 1929, 
base price was $2,375, 


down to 
when the 
the company 


built and delivered 48,525 cars 


i heavy 
|}market. By 
|sold every high-priced car made by 


Entered Low-Price Field 


The depression, however, took a 
toll of the high-priced car 
1933, if Packard had 


all companies that year, its total 
would have been less than half of 
its 1929 business. 

This factor, more than anything 
else, inspired the company’s entry 
into the low-priced field, although 
this did not take place until 1935 
when the big depression was on the 
way out In that year, the com- 
| pany created its One Twenty, intro- 


duced at a base price of $980 

The success of these moves has 
been evidenced by the favorable 
public reception accorded the new 


cars and the sharply expanded pro- 
juction and sales volume. Last year, 


| Packard shipped 76,366 cars of 
which 44,452 were sixes, 25,563 One 
Twenties, 5,158 super eights, and 


|} 1,193 custom super eights and a few 


hundred twelves which were closed 
out last yea 


Approaches First Million Cars 


Since its inception, Packard has 
turned out more than 750,000 cars, 
of which approximately 400,000 are 
in operation in this country. Pack- 
ard’s unit sales increase in 1939 
amounted to 50.52 per cent, as com- 
pared with 45 per cent for the 
industry Substantially increased 
production in the last quarter of 


ask the, 1939 
jume to 


| policy 


boosted last year’s sales vol- 
approximately $60,000,000 

An important phase of Packard's 
merchandising policy sets it apart 
from the rest of the industry. That 
is an insistence on adhering to iden- 
tifying lines in the styling of its car 
particularly the characteristic hood 
and radiator design. This, the “Pack 
ard life line,” the makers regard a 
their signature and identifying dis 
tinction which has endured since 
1904. With their creation came the 
establishment of a merchandising 
that the investment a _ pur- 
chaser makes in his Packard shal! 
be protected by no radical style 
changes to drastically outmode the 
model of the moment. This policy 
insists that design must be evolu- 
tionary rather than revolutionary 
Packard has capitalized this tenet 
and found it profitable, although the 
remainder of the industry finds that 
freshly restyled cars along with 
other improvements are a stimulus 
to sales, 


Are You This Man? 


Chicago-zone major appliance 
manufacturer seeks a young 
man—28 to 35 years old—to 
work under the direction of 
our Advertising and Sales Pro- 
motion Manager. 


The man we want can write in 
a stimulative fashion, can pro- 
duce effective sales bulletins, 
has some knowledge of Sales 
Promotion on national scale 
with Distributors and Dealers. 
A man with a basic knowl- 
edge of Sales Training pre- 
ferred. 


In first letter state salary de- 
sired, experience in detail, na- 
tionality. include samples of 
work, etc. Our organization 
knows of this advertisement. 


Box 2013, 
Advertising Age. 
Chicago. 
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STATISTICAL PIONEER 


Starts Newspaper Drive 
for Premium Cracker 

| National Biscuit Company, New 
York, has launched a campaign for 
Premium crackers, using large space 


; in 


newspapers in more than 450 
| cities, McCann-Erickson, New 


York, is the agency. 


Copy emphasizes the “quality” ! 
land “freshness” of the product. The 
}campaign has been announced to 


| dealers with a notice that localized 
j; newspaper advertising brings “your 
| customers into your store.” 


| 
j 
| 


Fosdick with Weekly 


Earnings of 
Advertisers 


R. J. Reynolds Tobacco Co. 
Report for the year ended Dec. 
31 shows a net profit of $25,645,455 


as compared with $23,734,306 in 
1938. Although earnings increased, 
1939 sales were down $5,535,006 
from the previous year. The total 


for 1939 was $276,730,010 as com- 
pared with $282,265,015 in 1938 


Wilson & Co. 


| 
| 
| 
| 
i 
| 
| 


| 


crease was due to a 
level. Sales tonnage 
the year. 

Armour & Co. 

Net profit for the year ended Oct. 
28, 1939, totaled $7,012,057 as com- 
pared with a net loss of $1,505,090 
in 1938. Sales during the 1939 fiscal 
year totaled $715,318,909, a decline 
of about 1 per cent from 1938 


lower price 
increased foi 


Servel, Inc. 

Report for the yvear ended Oct. 
31, 1939 shows a net protit of $2,- 
926,265 as compared with $1,572,- 


169 in 1938. Sales totaled $21,174,- 
123 as compared with $18,869,382 in 


company’s fiscal year, totaled $441,- 


059, as compared with $219,512 in 
the like 1938 period. Sales totaled 
$2,619,316, an increase of 52.7 per 


cent over the 1938 total of $1,715,759 


Morrell & Co. 

Net income for the year ended 
October, 1939, was $2,149,871, an in- 
crease of 112 per cent over the $1,- 
016,227 reported in 1938 
American Airlines 

Report for the ten months ended 
Oct. 31 shows a net profit of $1,171,- 
$12 


B. Kuppenheimer & Co. 


Bi am Go tac ee ek Net income for the yeat ended 1938 ’ : Net profit for the year ended 
lagency, has hecome vice-president Oct. 28, 1939, was $3,201,638. Sales Masonite Corporation Oct. 28 was $36,431 as compared 
and publisher of the Times, weekly ‘taled $273,000,000 as compared Net income for the period from with a net loss of $136,377 in the 
paper of Rumford Falls, Me with $275,000,000 in 1938. The de- Sept. 1 to Dec. 23, the first in the! 1938 fiscal yea 


—_— 
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Charles E. Rock 


Charles E. Rock 
Dead: Started 
Media Records 


New York, Jan. 16.—Charles Ed- 
vard Rock, founder and president 
{ Media Records, Inc., died at his 
home in Plandome, L. I., of a cere- 
bral hemorrhage Jan. 14. He was 
55 years old and a native of Marl- 
oro, Mass. 
Mr. Rock was a pioneer in the 
establishment of a nationwide serv- 
ce to compile comparable newspa- 
linage statistics for each majo: 


pel 


arket in the country. He left 
Gillette Safety Razor Company 
| fter 14 years in the sales depart- 


ent in 1927, and first reports of 
\ledia Records were issued Jan. 1, 
1928 

Mr. Rock joined Gillette in 1914, 
becoming foreign sales manager in 


1919. He was responsible for the 
ntroduction American 
rors abroad. 


ot satety 


Saw Need for Uniformity 
H work In connection with the 
le of Gillette products threw hin 


close contact with the linage fig- 
supplied by individual 
He became impressed with 
e absence of comparable statistics 

different markets. At that time, 
figures were available to ad- 
tisers and agencies only through 
number of cooperative local 
each of which had a differ- 
yvstem of compiling the statis- 


ives 


news- 


crs 


ge 


groups, 


One such local group operated by 
ewspaper publishers was located 
Boston. Active in the sponsoring 
group was William D. Nugent, then 


, dvertising manager of the Boston 
| Imerican. He joined Mr. Rock in 
t the new enterprise as a founder of 


| Media Records, and is still vice- 

a esident 

\Ii Rock is survived by his + + * s 
. “| . . : ar . $ . 
iow, two sons and three daugh- Now comes a rising new star to join the 


WJIR-WGAR team...to make this an 
effective trio covering the th, Sth and 


6th largest populated cities of the 
» nation! Playing to the rich Los Angeles 


J A N U A R 7 | 5 th ); market with spendable income of more 
y) than $2,000,000.000 annually, it gives 


a potential listening audience of approximately 
3,500,000 people. 


WATTS 
DAY 


500 WATTS 


T OO NIGHT 
Aifiliated with 


COLUMBIA BROADCASTING SYSTEM 


G. A. RICHARDS 
President—W JR. WOAR, 


Spotted at 710 on the dial, it has the center of the stage 
among wave lengths assigned in its territory .. . has 
one of the best signals and gives low cost, concentrated 
coverage of the Buying Airea of Southern California! 


Name this dazzling new star as one to perform for 
you during 1940! (optional on CBS.) Make it a com- 
mand performance for the trio... for WJR Detroit, 
WGAR Cleveland, KMPC Beverly Hills-Los Angeles 
...and you'll find that your advertising dollars are 
bringing greater audiences, still more buyers through 


KMPC the sales turnstiles! 
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Beauty begins in the 


INFANTS’ WEAR—54% 


Chicago department stores know 
that the Tribune reaches Chicago's 
largest constant women audience. 
Consequently, during the first nine 
months of 1939 these retailers 
aworded the Tribune 54% of the 
money they expended for infants’ 
wear newspaper advertising. 


women’s sHoes—§()% 


Because the Tribune is unequaled in 
its ability to get buying action from 
women, Chicago department stores 
and specialty shops spent in the 
Tribune during the first nine months 
of 1939 60% of their budgets 
for women's shoe advertising in 
Chicago newspapers. 


HOSIERY, CORSETS 
AND BRASSIERES 


54% 


During the first nine months 
of 1939 Chicago depart- 
ment stores allotted the 
Tribune 54% of their news- 
paper advertising appro- 
priotions for these items. 


ACE POWDER, rouge, 
F vkin tonic, nail polish, 
mascara—for these and 
other cosmetic and pro- 
prietary items, women 
turn to the newspaper as a daily buying 
guide. 

Results have proved that the news- 
paper is unexcelled in its ability ... day 
in and day out... to get buying action 
from women. 

Because, more than any other news- 
paper in Chicago, the Tribune gets the 
regular, favorable attention of women, 
drug stores and drug and toilet goods 
departments of department stores in- 
vested in Tribune advertising space 59% 
of their newspaper advertising budget 
during the first nine months of 1939. 

Chicago department stores and specialty 
shops as a group spent in the Tribune 51. 
out of every dollar appropriated to adver- 
tise women-appeal items in newspapers 
during the first nine months of 1939. 

These merchants, with millions of dol- 
lars of advertising expenditures on which 
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Tribune! 


to base their judgment, know the Tribune 
reaches Chicago’s largest constant audi- 
ence of women .. . that it is the only 
newspaper with city and suburban circu- 
lation equivalent to majority coverage 
of all metropolitan Chicago families. 

They know that the Tribune’s special 
features for women, its famous comics, 
its steadfast editorial policies have built 
a loyal, friendly following unequaled by 
any other medium. 

Their records show that this reader 
interest carries over into the ‘Tribune’s 
advertising columns, making it the me- 
dium which women consult each day 
for information on what and where to 
buy. 

With more than 780,000* circulation 
in Chicago and suburbs every day of the 
week ... far more than any other Chi- 
cago newspaper delivers ... the Tribune 
reaches every income group and neigh- 
be rhe od. 

When you review the experience of 
Chicago retailers ... when you consider 
the size and character of the Tribune’s 
circulation ... it is easy to realize why it 
offers manufacturers of women-appeal 
merchandise the greatest opportunity to 
build more sales. 


a 


General advertising rates per 100,000 cir- 
culation are among the lowest in the country 


TOILET GooDs 59% 


Reaching Chicago's largest constant audience of women every day 
—women in every income classification—the Tribune receives a 
growing share of the newspaper advertising of Chicago's drug 
stores and the drug and toilet goods departments of department 
stores. During the first nine months of 1939 this newspaper received 
59% of such expenditures. 


unens,ca® 67 


Daily results have demonstrated the un- 
rivaled ability of the Tribune to sell 
women-appeal items for Chicago de- 
partment stores. During the first nine 
months of 1939 these merchants in- 
vested in Tribune space 67% of their 
appropriation for advertising linens, 
china, and glassware in newspapers. 
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Chicuge Tribune 


THE WORLD‘S GREATEST NEWSPAPER 
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January 22, 1949 


Voice of the Advertiser 


This department is a reader’s forum. 


LIQUOR ADVERTISERS 


Letters are 


GET TOGETHER 


welcome. 


“Imagine getting the same 
FOR ONLY $1.00 


‘expensive whiskey’ 


[IT SOUNDS T00 GOOD To BE TRUE! 


A PINT!” 


RIGHT... MARY & TRACE OF 

SWEETWESS ANO ITS WHISKEY 

EVERY CROP. WHAT DOES THAT 
Say TO YOUR fOUCATEO 
wisney-Pacare 7 


STL MAS ALL ITS 
™ penne = seer 


PAUL JONES RYE—IT’S DRY 


A blond of straight rye whiskies — 00 proof @ Frank/ort Distitleries, Inc., Louisville & Baltimore 


THE PAUL JONES 
WARRANTY 


PautJonee has |: 
of Amarca’e beet tener one 


t owen edi ALL eld 
mr, 
bey. Try Paul | today. a 


Add: Wacky Makeup 
To the Editor: Here’s the wacki- 
est makeup specimen of the year. 
The Paul Jones ad appeared on 
page 24 and the Crab Orchard ad 
facing it on page 25 of the same 
newspaper. Read the headlines 


together—as I unconsciously did 
when first looking through the 
paper. 


Bos GRAHAM, 
Jerome B. Gray & Co., Phila- 


delphia. 


Thanks 


To the Editor: Congratulations on 
the tenth birthday of ADVERTISING 
AGE. | 

Let’s see—you have reared this 
successful publishing property dur- 
ing the time of our longest and most 


vgvseey? 


severe economic upheaval. You 
have gone forward year by year at 
a time of unparalleled social 
changes. Your foresight and forti- 
tude are an example to all of us 
“It" can be done anytime, under 
any and all conditions, if and pro- 


viding we supply a need. 

I am happy to have been one of 
the very first to recognize in a sub- 
stantial way the need for Apvertis- 
ING AGE. 

MERRITT, 
New 


CARROLL B. 
Charles Scribner's Sons, 
York. 
vv v 


Maybe She Just 
Stands in Back-Court 


To the Editor: Does anyone 
wonder how the babe scratching her 
back against the new Olds in cur- 
rent magazine copy manages to put | 
up much of a tennis fight, handi- 


capped as she is by the clodhoppers | 
Soles half- | 


hanging from her feet” 
a-foot thick—and no 
The very least she 
skinned nose! 

Now I'm no stickler for unimpor- 
tant accuracy in detail—far from it, 
especially when a justifiable effect 
can be achieved by a little deviation 
from stark realism. And I fully 


socks! 


Boy! 


realize that it’s the car that’s tor | 
sale! 

However, why go out of the way | 
to doll up the model in such an| 
impractical rig for a sport that} 
occasionally involves picking up the | 
feet? Why not plunk a silk topper | 
on her male partner, just to make | 
it really good” 

Seriously, little incongruities like | 
this too frequently distract the | 
reader's attention from the real pur- 
pose of an otherwise first rate sell- | 
ing illustration—and it could have | 
been so easily avoided! 

Do you think readers won't no- 
tice it? I asked 10 people how they 
liked this illustration of an auto- 
mobile. Eight of ‘em spotted the 
naive and optimistic female tennist 
right off the bat, and got a good 
laugh out of it. 
at Oldsmobile’s expense? 

Tom HOPKINS, 
Beaumont & Hohman. 
Omaha, Neb 


The Orchid Debate 
Goes Back, Back 


To the Editor: 
quite a bang out of the 


else | 


can expect is a} 


jover the first appearance of the 
'“orchid" advertising discussion in 
| your columns. 

Probably we were not first, 
|}we do want to thank you for 
| printing our first orchid ad which 
appeared in 1937. We thought at 
|that time that the idea was new 
ino foolin’. 
| We alw: iyvs read your 
| interest. 


paper 


Warp H. PATTON, 

| Director of Sales and Advertis- 
ing, Minnesota Valley Canning 

Company, Le Sueur, Minn. 

| Editor's Note: The claim to the 
lorchids theme “first” 
carried back to 1933. 
respondent dug up a 
for Havana cigars which ran that 
year under the heading: “For the 
Man Who Sends You Orchids.” In 
1934 Hiram Walker a similai 
| theme. } 


has 


magazine ad 


used 


~ NOT STANDARD EQUIPMENT 


Pe is 


Sw tga 


re- | 


HERE’S ANOTHER THRILL! YOU CAN 
GET A KENTUCKY STRAIGHT BOUR- 
BON WHISKEY, QUALITY-MADE 
SINCE 1680, FOR UNDER A DOLLAR 
A PINT. ASK FOR CRAB ORCHARD 
AND ENJOY A RICHER, SMOOTHER, @ 
MELLOWER BOURBON. 


| 


The writer has got } 
controversy | 


but 


with | 


been | 
A recent cor- | 


“BUFFALO BILL’ CODY, FAMOUS 
FRONTIER SCOUT, ONCE WAGERED 
HE COULD SHOOT 100 BUFFALO 
IN A DAY. AND HE WON THE BET— 
SRINGING 125 INTO CAMP! 


Industrial Advertising 
and the Consumer 

| To the Editor: With reference to 
the consumer movement as covered 
in your Jan. 8 issue, I would like 
to know just how this is going to 
| affect the industrial advertiser. This 
movement has become so far-reach- 


ing that advertising as a whole, 
even in the industrial field, is cer- 
tain to be involved. 

We can clean house even in in- 


dustrial advertising, for while we do 
not in the main appeal to the gen- 
eral public, we nevertheless 
a “consuming market” 
learn a valuable lesson from 
more general consumer 
| in keeping our own skirts clean. 


Several weeks ago I had occasion | 


tc address our local forum group 
on the subject of advertising and 
|} the consumer movement. 

| In seeking material on the 
| ject, I was positively 
the amount available 
interest that is 


sub- 
amazed at 
and in the 
being manifested 
in the movement. It struck me that 
advertisers have largely been to 
| blame for the situation because they 
‘have been asleep at the switch and 
have allowed the “antis” to flood 
| public consciousness, with little or 


no effort to refute this propaganda 
production of propaganda in 
The 


by the 
their 


own behalf. 


ADVERTISING AGE is doing in bring- 


ing the Consumer Movement to the 


attention of 


advertisers 


much in this direction. 


FREDERIC I. LACKENS, 
Advertising Manager, Hays 
Corporation, Michigan City, Ind 


It's Too, Too Divine 


have | 
and we can| | 
the | 
advertiser | 


ping 


To the Editor: 


with the “Father Diving 


will dk 


The enclosed clip- 


appearance was recently taken fron 


| *Peace’ is Fair’s 1940 Theme 


NEW YORK, Jan. 11 (A. P)- 
“The World of Tomorrow” is a thing 
of the past. That was the theme of 
the New York World's Fair 1939. Its 
replacement for the fair'’s 1940 run 
will be: “For Peace and Freedom.” 


For coughs due to colds, Pertussin brings | 
quick, safe relief. A pleasant, herbal ——— 
it loosens phlegm, soothes the throat. 


| scribed by many doctors for over 30 


| For free trial bottle. write: 


Pertussin, —y 


ie Gen" PERTUSSIN. 


| the 


Philadelphia “faquleer. 


ee 


|ain’t it wonderful! 


work that! 


GEORGE GATES, 
Pennsylvania Lumbermen’s Mu- 
tual Fire Insurance Company, 
Philadelphia. 


Do you know that farm families and their 
brand preferences dominate your retail 


sales in 149,684 food stores. . 


drug stores . 69,029 filling stations? 


14,146 


Do you know that on the basis of actual 
circulation and efficiency Capper’s Farmer 
is your number one medium to reach 
This Farm-Dominated Mass Market? Ask 


us to prove it. 


| 


| Pancwes Coughers | 
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~ FAMILIAR SIGN 
The POPULAR Brand in Texas! 


e of the United States with the loca- Lives in personalized case history which included a seed of a Redwood 

bP r Orm oti oO pat tion of families who will serve as form.” tree and a length of string to be 
the subjects of Ladies’ Home Jour- The “living answers” technique laid out in a perfect circle to dem- 

° nal “living answers” editorial pro- consists of devoting all of the serv- onstrate the giant size of a full- 
Revie W jects, was used to deliver copies of ice departments of the magazine to grown Redwood. It was pointed out 
the February issue, containing the the solution of real problems fac- that 
first of the “How America Lives” ing an actual, identified American Wegt as the giant Redwood is Elec- 
“Have You Ever Looked 50,000 series, to advertisers and prospects. family. The first dealt with the sje) West, the preferred magazine 
Facts in the Face?”, queries WKY.) The copies were delivered by mes- Griffins of Cedar Rapids, la of all Western aaa rica) folk.” Spe 


“as unique a product of the 


x" —— tte P z moth six- : a wan te . e , 
Oklahema City, in a mamm« th six senger, and the address label wa cial attention of advertisers was 
|page folder which gives the story) cleverly worked into the envelope The Christian Science Monitor is} galled to the Februarv issue. the 


of television demonstrations put on | so as to form an integral portion of 


a local advertising medium to thou- | 91464 
by the station in the municipal | the design. Another feature 


. , annual Review & Progress 
of the} sands of local merchants in 881 


, ; * number 
auditorium, with 50,000 citizens) wrap-around was an inside flap in- | cities, and it stresses this point in a 
crowding the gates. serted into the magazine at the page! mammoth offset folder, 36 x 48 in- 
where the “living answers” ma-j|ches, in which pictures of a dozen An unusually effective one colo: 


House Beautiful continues to plug} terial begins. With a.broad arrow leading cities, with the number of job, utilizing various gradations of 
its “greatest year” with oversize|to lend direction to readers, this “local” Monitor advertisers in each, blue on blue stock, has been de- 
postcards telling of circulation and) flap reads: “The following 27 pages are shown veloped by Liberty as a folder to 
linage gains. introduce ‘Living Answers’ editing announce its affiliation with the 

Each succeeding month the Journal Advertisers and agencies on the Town Meeting of the Air in the 

An unusually attractive wrap- | will contain another part of this| mailing list of Electrical West re-| sponsorship of 


“15°: EVERY WHERE 


WUTHLCEACH BREWING CO. EANSAS CITY moO 


a patriotic political 


Distributed by around envelope containing a map/continuing story of How America! ceived a unique promotion piece cartoon contest 
Familiar Texas cattle talk identifies copy kos 
n Muehlebach Brewing Company's lat- ee 


est newspaper campaign. 


Muehlebach Adds" () r STO Mm 
Texas Brewery in | U Cu 
Expansion Move | 


Kansas City, Mo., Jan. 17. — The | 
George Muehlebach Brewing Com- | 
any has followed up one of its | 
most successful sales years with 
purchase of the Lone Star Brewing 
Company, San Antonio, Tex., it was 


nnounced today. 

The new product, Lone Star beer, | ) 
vill be on the market about April 
15, and will be backed by news- 


aper, radio and outdoor advertis- | 
ng. In reporting acquisition of the | 
ew company, Muehlebach officials | 
aid that 1939 output of the brew- | 
almost doubled 1938 volume. | 

It is distributed through = six 
tutes Gains were particularly 
sood in Texas where the company 
used a special drive in 20 daily 


newspapers. A series of 15 inser- 
tions, running as many weeks, | () | I 
sought to tie in copy appeal with 
the language of the Lone Star state. | 


Illustrations, sometimes humor-| 
developed familiar Texas! 
themes along with copy for the 
brew. Typical was one _ insertion | 
with the illustration of the spur | 
familiar to every Westerner. This | 
headed: “A spur to greater en- 
oyment,” leading naturally into 
the copy story. Another pictured a 
steer bearing the company trade 
mark, with heading: “The most 
popular brand in Texas.” 
Bozell & Jacobs, Inc., Omaha, is 
the Muehlebach agency. 


When housewives shopping in sixty-five Grocery Stores And when people from the audiences of seventeen 

Minneapolis-Moline and Food Markets in different parts of Philadelphia Moving Picture Theaters answered the question, “In which 

wrige wae <8 The Head. #88wered the question: “In which one newspaper are one newspaper are you most likely to see advertisements 
A color soun lim, “ihe eada- 


liners” has been completed by Min- : . ih - sater?”’ » renlies were: 
seneselinniians Wale implement) YOu most likely to look for food advertisements? of this theater? the replies were: 
Company as the most elaborate of 

the kind ever attempted in that the replies were: 


eld. The Kodachrome process was : The Bulletin 2,799" 


nploved 
e story is woven around the 


aT y_is woven ; the == The Bulletin 9,386" Newspaper No. 2 990 
Minnesota State Fair, where a fi — 
young couple visits the extensive ? : 
Minneapolis-Moline exhibit. | Newspaper No. 2 2,357 Newspaper Ne. 3 670 
Newspaper No. 3 1,883 Newspaper No. 4 126 
: Vore than all other newspapers combined 
‘ Newspaper No. 4 1,089 


*More than all other newspapers combined With its unforced, natural circulation, The Bulletin 

When customers making purchases in sixty-six Drug provides for the advertiser an interested audience, more 
Stores in representative communities replied to a similar likely to see, read and act upon his advertising. 

question—the answers were: Make our customers your customers. At one of the 


, lowest costs per reader known, The Evening Bulletin will 
[pREScRIe The Bulletin 6,791* , osts f p 


areuws 


Newspaper No. 2 2.291 take your advertising message to the majority of homes 
. b 

Newspaper No. 3 1,921 inthe greatestcity market of individual homes in America.t 

Newspaper No. 4 1,218 IA MAE MAcwa— 66°C wr 


tNine out of ten dwellings in Philadelphia are single-family homes More than in New York 
City and Buffalo combined; more than in any of twenty-two states. (U. 8. Consus, 1990 


hittin Rid “Se Cventi hi Vii 


‘opyright 1940, Bulletin Company, Philadelphia 


*More than all other newspapers combined 
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entertainment and culture because | programs. lowest. However, by adjusting the|from the office of Radio Research, 
New Stud Shows of limited budgets. 4. Expense of set purchase limits | actual rating to the set use indices|Princeton University, 22 East 171 
2. Most programs are directed|the number and type of sets. developed it is possible to compen-| street, New York City. 


Radio Popularity 


by Income Groups 


$2,000 to $3,000 Clas-. 
sification Has Most 


Consistent Listeners | 


Princeton, N. J., Jan. 18. — Radio | 
families with incomes of $5,000 and | 
over (“A”) listen chiefly to the| 
variety type of general programs, | 
classical music and news. Those 
with incomes of from $3,000 to $5,- | 
000 (“B’) also listen to general | 
variety programs and news, but 
prefer semi-classical music to clas- 
sical. Families in the $2,000-$3,000 | 
class (“C”) tune in to comedy and | 


drama and educational features. | 
Families whose incomes are less | 
than $2,000 (“D”) depend chiefly | 


for radio entertainment on comedy | 
and drama. Few programs have | 
uniform appeal to all groups. 

These are some of the conclusions | 
reached by H. M. Beville, research 
manager of National Broadcasting 
Company, in “Social Stratification 
of the Radio Audience,” a survey 
made for the Princeton Radio Re- 
search Project from reports pro- 
vided by the Cooperative Analysis 
of Broadcasting and C. E. Hooper, 
Inc. 


Variation in Listening 


Mr. Beville elaborated on this an- 
alysis with the following estimate 
of variation in set use by income 
groups: 

Group “A” — Uniformly below 
average and generally lowest of all 
groups; particularly low during day- 
time periods. Reasons for this may 
be: 

1. Many other social interests 
and entertainment opportunities be- 
cause of high income- 
ence on radio as medium of enter- 
tainment and culture. 

2. The average radio program is 
directed to the middle class listener 
and may not appeal strongly to this 
group, whose tastes are, if not more 
critical, at least conditioned by the 
advantages mentioned. 

3. Women of family at home less 


during the day because of more 
outside interests and relief from 
housework afforded by domestic | 
help. 


Group “B”—Generally nearest to 
average but almost uniformly below 
average by slight margins. 
planation may be found in the fact 
that the B group has some char- 


acteristics of both A & C groups. 
Lower daytime listening than C 
group may reflect A_ influences 


noted above. On whole, however, 
B group tends closer to C than to 
A in program tastes. 

Group “C”—Uniformly the highest 
in set use with relatively higher 


usage in daytime than evening. This 
probably results from the following | 
} 


factors: 
1. Radio is the primary source of 


~ 


(SEE PAGE 29) 


less depend- | 


Ex- | 


toward this class as the average of 
all listeners and as the biggest mar- 
ket for many radio advertised prod- 
ucts. 

Group “D’-—Use sets somewhat 
less than B, but more than A group. 
Accounting for this may be these 
influences: 

1. Less time available for listen- 
ing because of longer working 
hours, more members of family 
working, larger families to occupy 
attention of housewife. 

2. Living conditions may make 
use of radio impossible when mem- 
bers of family are sick or asleep. 

3. Narrower field of interests 
and consequent limited selection of 


Comparing the Figures 


Mr. Beville devoted some atten- 
tion to a discussion of how ratings 
in different income classes are ad- 
justed for purposes of comparison: 

“After income group ratings for 
programs selected for study have 
been taken from CAB seasonal re- 
ports, an important adjustment is 
necessary to facilitate comparisons. 
Since there exist marked differences 
in use of sets by income classes, this 
factor had in some way to be taken 
into account. For example, the ‘A’ 
Group is generally low in set use and 
therefore the ‘A’ rating for most 
programs would automatically be 


sate for this variable and put the | 
income group ratings on a compar- | 


able basis. The actual calculation is 
merely to divide the rating by the 
index, thus raising the rating when 
set use is below average and lower- 
ing it when set use is above aver- 
age.” 

“The adjusted income group rat- 
ings are then related to the total 
rating as 100 per cent to obtain an 
income group index. This makes 
possible direct comparison of rela- 
tive income group appeals between 
programs with widely different total 
audiences.” 

Copies of the complete survey 
may be secured at one dollar each 


| 


| 


prospects are city people. . 


If it’s your job to see that somebody’s adver- 
tising pays .. . . don’t let big-city bright lights throw 
your plans out of focus. 

Don’t be dazzled into thinking that all your good 
. or that all city people 
are good prospects. Because they aren't. 
All the city people lumped together represent no 
more than 60% of this nation’s buying...the other 
big 40% is always done by country people. 
If you’re going to get the cream of our national 


as well. 


own retailers as the best buyers in this whole big 


market, you’ve got to get the cream from both its 
parts. Not just city cream... but the country cream, 


And country cream is what we've got. 
Some 2 million country families, marked by the! 


market. Some 2 million families reading Country 
Gentleman every month. 

Reading it? Living it! Because this big magazine 
is their authority on how to run their business, 


“Brooklyn Eagle” 
Sold for $483,000 


A federal referee in bankruptcy 
has authorized the sale of th 
Brooklyn Daily Eagle to the F. D. § 
Corporation, which is headed by 
Frank D. Schroth, present publisher 
of the paper. The purchase pric: 
was $483,000. There were no other 
bidders. 

The Eagle began reorganizatior 
proceedings under the Chandle: 
act several months ago. Stock- 
holders made no objection to ac- 
ceptance of the bid from ™M: 
Schroth and his associates. 
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} 


|casting System. Ruthrauff & Ryan| Blue network of 53 stations. H. W. the summer, have already extended | ; . 
Campbell Soup }is the agency. Kastor & Sons Advertising Com-|their shows beyond that date. Pro-| FS ten roe Record ‘ _ 
ndance to Dinner : 


Bi-So-Dol Renews “Mr. Keen” |?2"Y directs the account. grams involved are “Tune - Up| 
. Time,” for Ethyl gas, heard on Mon- | : * 6 
= siete: “netiniie  Waititeactitiaie ee a ee . Chicago, Jan. —Stewart- 
Fynands Daytime —|-s2S¢2 Somes ss seed tapos sim” Replaces “Smitin’ Ba" dav doom 8 {0 850 pin. on a nets) CCM Jan. 17 Stewart 
Mr. Keen, Tracer of Lost Per- | work of 66 stations, and “When a : ee ee, 


sons,”’ effective Jan. 30. The series Following a change in agencies,| Girl Marries,” broadcast daily from 100 portable radios at one fell 


| ke ete sfaw To sadaw « . . . . : ~ » sw as x > casi 
. i aired on Tuesday, Wednesday and | Air Conditioning Training Corpora-| 12:15 to 12:30 p.m. on a network toa Ph : ter = eae 
OW or pag e | | Thursday from 7:15 to 7:30 p.m.|tion will substitute a new program,|of 51 stations. Batten, Barton, nies 7 pracy banquet of the 
over 38 stations of the Blue network |“Happy Jim Parsons” for “Smilin’| Durstine & Osborn and Benton &! _. a * hgh Assoc MATOn 
of the National Broadcasting Com-|!Ed McConnell” on Jan. 28. The at the Drake Hotel. Seven hun- 


New York, Jan. 16.— Campbell] pany. Blackett-Sample-Hummert is| series will continue to be heard at ee ee dred guests paid $12.50 each for 
Soup Company will expand the the agency. 10:45 to 11 a.m. over the same NBC “Johnny” to Continue | dinner, the high cost of tickets 
Lanny Ross series, launched Oct. | ‘Blue network of 31 stations. Na- Phillip Morris & Co. has renewed | Deine accounted for by the fact 
9 from three to five times weekly | Tums to Continue 'tional Classified Advertising Agency, | “Johnny Presents,” aired on Friday | that each entitled the holder to 
nd shift the program to a different | Youngstown, O., directs the account from 9 to 9:30 p.m. on 79 CBS sta- . radio. 
time, effective Jan. 22. Promoting, Lewis Howe Company has also tions. Biow Company is in charge. While Stewart-Warner de- 
Franco - American spaghetti, the| renewed its “Quicksilver” program | Ethyl, Prudential Renew ; “|  ¢lined to divulge details of the 
singer will be heard daily from 2| promoting Tums for an additional | Ethyl Gas Corporation and Pru- Nehi Back with Ripley | deal, it is reported that the 
to 2:15 p.m., instead of 11 to 11:15] 13 weeks, effective Jan. 24. The pro-| dential Insurance Company of Am- Resuming sponsorship after a} ©O™Mpany is scanning the possi- 

m., over the present network of| gram is broadcast on Wednesday | erica, both CBS clients whose pro-| lapse of several months, Nehi Cor-|  Dilities with considerable inter- 
» 


52 stations of the Columbia Broad-| from 8:30 to 9 p.m. over an NBC|grams were slated to continue until| poration will again present Robert! St. This is hgightened by the 
‘ : °. os pe see “ee fact that average attendance at 
the jewelers’ dinners has been 
about 500, the excess of 200 
apparently being accounted for 
by the radio angle. 


| L. Ripley in “Believe It or Not,” be- 
| ginning Feb. 16. The program aired 
| last spring for the first time, will 
be broadcast over 87 stations of the 
Columbia Broadcasting System on 
Friday from 10:30 to 11 p. m. for 
Royal Crown Cola. Batten, Barton, 
Durstine & Osborn is the agency 


New Series for Dr. Lyons 


R. L. Watkins Company has 
launched “Orphans of Divorce,” for- 
merly a sustaining program, for Dr 
Lyon's toothpowder. The series is 
heard daily from 3 to 3:15 p. m. on 
45 stations of the Blue network of 
the National Broadcasting Com- 
pany. Watkins has also renewed its 
“Manhattan Merry-Go-Round” pro- 
moting the same product, effective 
Feb. 4. Aired on 38 stations of the 
NBC Red network, the program is 
|} heard on Sunday from 9 to 9:30 
jp. m. Blackett-Sample-Hummert is 
the agency. 

Introduces Song Quiz 

A new type of quiz show with 
five hundred silver dollars as the 
prize for listeners will make its de- 
but on Feb. 19 when the Illinois 
| Meat Company will launch “Broad- 
least’ on behalf of Redi-Meat, a 
canned food specialty. Contestants 
| will be asked to supply names and 
|}composers of songs played by 
|Harold Stokes and his orchestra, 
names of plays, identification of 
events and other information. The 
new radio game will be broadcast 
on five stations of the Mutual 
Broadcasting System on Monday 
from 8 to 8:30 p. m. Neisser-Meyer- 
hoff is the agency. 

Gulf Oil Renews 

Gulf Oil Corporation has renewed 
the “Sereen Guild Theater,” effec- 
tive Feb. 18. The program is aired 
on Sunday from 7:30 to 8 p. m. on 
64 CBS stations. Young & Rubi- 
cam directs the account. 


Albers Offers Serial 

Albers Brothers Milling Company 
has launched “The Adventure of Dr. 
'Hunt,” a dramatic serial, on the 
|CBS Pacific network. The show is 
broadcast on Sunday from 2:30 to 
2:45 p. m. on eight stations. Erwin, 
Wasey & Co. directs the account. 


how to raise their families, how to runtheir homes. ™ 
It has an impact such as no other magazine so big 
has probably ever had! 

And it gets results accordingly ... . 


aie No idea backed by the pages of Country Gentleman | | 
big has ever failed to get action. RY E 


Se * * 
trv . ; . . 
ir. PROFIT FACT: There may be more bright lights around big “ony $p NT 
ity grocery stores, but the brighter profits are out in the 0 Su, F 
ine country. Townsof less than 10,000 have more $50,000-a-year OR GR) 


ess, vrocery stores than all the big cities of 100,000 and over! have? 
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‘ Three Name Vladimir Jack Joins Purity . l Survey Accents 
5 a Irwin Vladimir & Co., New York,,| Jack Shaw has been appointed e ing ersona . 
has been appointed to direct the |advertising director of Purity - Identity Power 
i following accounts: Reflecto Let- | Bakeries Corporation, Chicago. He 
L. M. Rousseau, a. m., Peter Doelger Brewing Corp., writes fiction, of Dealer Sign 


ters Company, New York, sign|came from Campbell-Mithun, Inc., 
manufacturer; Hawaiian Macada- | Minneapolis, where he was contact | poetry and drama as a hobby. His four-act play, “Gods for the 
mian Nut Company, New York, and|man on the Purity account. | Night,” which won first prize in the World’s Fair Hobby Olympics Toledo, Jan. 17.— Proper use 


7 


eniahemeaes severe, RENE, COE. | eee sponsored by the Hobby Guild last year, will be published in February | dealer signs increases the effective- 
Arbo t fo Cc Agency for Lester | by Bass Publishers, New York. Mr. Rousseau will also make a lecture | N€SS of all other advertising moi 
gust tor Varson Lester Piano Mfg. Company, Les-| tour about the New York area under the auspices of his publisher on than five times at the actual poin: 
Carson, Pirie, Scott & Co., Whole- | ter, Pa., has placed its account with| “Writing as a Hobby.” .. . | of purchase, according to results o; 


sale, Chicago, has appointed Oren | John Falkner Arndt & Co., Phila- 
Arbogust, Chicago, to handle its|delphia. Newspapers, magazines 
1940 advertising. |and trade papers will be used. 


Anne Hummert, v. p., Blackett-Sample-Hummert, has been hon- | @ Survey released today by the Art- 
ored by inclusion among the nation’s 10 most outstanding women, kraft Sign Company. 
cited for their achievements in the annual edition of the biographical This conclusion was based on re- 
dictionary “American Women.” . . sults of “Where can I buy it?” ques 


| A. C. Monagle, v. p., Standard Brands, Inc., after Wendell Willkie | tions directed at men and women 

GREAT AME RICANS AT HOME | had artfully escaped answering a question put to him at the Sales pong ys olioey hos sehr agg 1 he 

| Executives Club, referred to the utility executive as “a Dodger who is | S'#*€S. i j ally adve 

NO. 2—AUTOMOBILE TYCOON | really a Giant and also a Yankee.” Not to be outdone, Willkie proved | tised products were mentioned ; 

- his knowledge of baseball terminology by replying that down in | the questions. , 

; | Washington he’s considered a “Pirate.” .. . The question, Can you tell n 
Nd +. AT PLANT, Armand Deutsch celebrated his new job with McKee & Albright | Where (the product) is sold?” was 
*) DEVOTES MORNING a by marching to the altar Benay Venuta, the radio and stage star. . . | directed vag enn and women by an 
Ba_ TO TROUBLE-SHOOT- i ew B. Franklin Eshleman 2d, of Benjamin Eshleman Co., is engaged to | ostensibly casual shopper walking 

-*= ING NEW SIDING.TO. | ge cs a Park avenue miss. . . | within a radius of six blocks, bu 
SHED-TO-CONVEY- Hic | pe || | not closer than one block from th 

OR-TO-CHASSIS | {Try THEY PROVED THEIR POINT store selling the product mentione: 


Of all the people questioned, 
where dealers representing the 
product had no dealer sign, on!) 
10.4 per cent could name the deale 
Where product dealers used signs 
63.9 per cent of those questioned 
knew where the product could b« 
purchased. 

Typical of the final result, ac- 
cording to the agency, were answe) | 
obtained in Bellaire, O., concerning, 
a dealer handling a nationally ad- 
vertised refrigerator. Although this 
dealer was in a new location, 18 of 
25 persons questioned knew hi 
exact location. This dealer used 
sign. 


SYSTEM ... GETS a 
HOARSE SHOUTING 9 
ABOVE NOISE... @taae 


+++ DEFENDS SYSTEM 
OF PRIVATE ENTERPRISE OVER NATIONAL 
HOOK-UP... SAYS CAR OF THE FUTURE 
WILL BE PRODUCED “IN 6 HOURS FROM 
PIG IRON TO 


\ PAVEMENT”... 
ani LIN 
————- \ 
A=) \ 


In contrast, researchers in Ma 
... AT HOME pong in ry, O., Sound that only si 
SPENDS 83rd EVE. |of 2! persons knew the location ( ; 
NING ON TRUCK ja dealei in another refrigerato . 
MODEL “FOR JUNIOR” | although» his store was on one | f 4 
ENJOYS HIMSELF the city’s busiest corners Tl ¢ 
ENOBMOUSLY—SO | dealer used no sign. . ¢ 
DOES JUNIOR... An additional result of the surve b 
SURE “THE AUTOMOBILE | was that dealers whose signs wer " 
BUSINESS MADE from 10 to 12 feet over the sidewa! 
AMERICA GREAT,” |} were identified 20 per cent mor E 


often than dealers whose signs we 
placed higher over the walk ° 


fan ’ . — .? 3 
oo - ie? ye ie 
at 
W. R. Hemrich (left), advertising and sales promotion manager of Visking A 
Corporation, maker of synthetic sausage casings, and Edwin C. Weiss (right), H 
of McDougall & Weiss, the Visking agency, sought to prove the value of P 
national copy at a salesmen'’s conclave. They did it by examining Salesman i 
Barnes and found him a living roster of nationally advertised products—even to 
his unmentionables. : Oe fake ve 


Cited in “America’s Young Men” as among the 10 outstanding 
young men of 1939 were William S. Paley, CBS president at 38; Philo 
Farnsworth, television inventor at 33; Fulton Lewis, MBS commentator 
at 36: and Philip Reed, new chairman of General Electric Co. at 40... 
HE AUTO TYCOON doesn’t know he’s Did you ever hear of a man who is a combination press agent, 

} , , H . : 7 , .. ‘ adman and preacher? The Rev. Norman V. Sargent, a Methodist 
eighty “two nights behind his plant 5 Own minister, potent these jobs. He has just been appointed director 


production schedule when it comes to making a of publicity and advertising for Ocean City, N. J., a post paying mr 
> j Ww * aa re if ha did kL Ty | $2,400 annually. . . wi 
model . . . And he wouldn tcare if he did know it! C. M. Carroll, classified a. m., N. Y. Times, has revealed his en- oe 
What he’s trying to do at home—and what gagement. . . Marie Vandegrift, who is manager ot Station WMAN, ca: 
he and all his family are doing is to have a Mansfield, O., is working on a book to be called ““Manager Behind He 

< < . < ae a « * ” 

° e : ‘ | the Mike.” ... 

rood time creating something together. Michael Stiver, formerly Australian chief of J. Walter Thompson | 
g g tog : Jo 
oye ° — Co., now in the London office, sailed back to England via Genoa last A li A . ; 
Many families like that—over 1,750,000 of week. Thomas Fanning, new JWT art director in Buenos Aires, also to | ing ds in B 
i them, now—are American Home readers. This set sail for his post. . . . a 
is wl at akes the *n-and-w ‘ sadershi Elisha Hanson, general counsel for ANPA, is a pigeon fancier of every issue O we 
P Is What Makes the men-and-women readership note. His entries won six out of eight first prizes in their classes in ae 


of The American Home so vitally important the recent Gotham show. . . the 
Now it comes out dept.: That old familiar voice, heard in New he; 


> ( P rs sales ‘ ; yr. ‘re is ‘ Aco: Zi , - » my 
in t day s sales planning Here is a magazine Year’s Day greetings over Station WGY, belonged to none other than 


aS jam-packed with ideas that families can use! Tom Lewis, radio director for Y&R. Seems that Tom was visiting AD MAKERS _ 
° relatives in nearby Troy and dropped over to pay a visit to his old wa 


Should be a good market-place to display 


station before making another trip to Hollywood... . 


your make of car or other contributions to Walt Raschick, copy man for Knox Reeves in Minneapolis, is ” mA I at gy TI ey 
ee ° sae - > . > sttar ; - § ife i ‘ sparv re J nonth, 
better living ... Shouldn't it? headed for the better things in life in a literary way. Not one, but ee alert te sential es catia the 


| two stories appeared over his name in the December Golfer and 
| Sportsman. One was a personality sketch, the other a piece on Xmas 
<a foods ... They call him grandpa now but he used to be merely Charles 
THE PRIMARY HOMEMAKER MARKET iS ONLY Crockett of the South Bend Tribune. His younger daughter in Bur- 
bank, Calif., received a feminine gift from the stork Dec. 27, just 
in time to make the New Year one really worth celebrating. . . 
Larry Davis, a. m., R. R. Higgins, g.s.m., and H. T. Marshall, ass’t 
s.m., of Kendall Mills dropped down to New York last week, staged a 
cocktail party for their friends of the press. A good time was had 
by all... 
The Newark Evening News held its annual Victory Dinner Cele- 
bration Jan. 9 for the yeoman service given by star members of its 


classified advertising department. James Blake, Oscar Klein and 
Fred Ahrens were first, second and third, respectively, in amount of FR E E ees 
linage sold during the year. These as well as top ranking feminine 
sales experts were properly rewarded 


* 
one type of business, 
@ Innumerable headlines can be wi 
about each picture 

@ Top-notch models are used with mode 
props 

@ “shot by leading New York =p! 
raphers. 

@ 85 line screen Excellent offset repre 
tion 

@ Ideal for effective dummies and la 
o 

° 

e 

e 

. 


Conveniently sized for filing. 
Designed to slash production costs 
Four sets of each series each mor 
Your choice of newspaper mats or 
prints 

Five Dollars Per Month 


’ 


OF 
AMERICA’S 
TOTAL POPULATION 


or 


@A Free sample issue will be sent 5 
receipt of your request on your busir 


ess 


Lloyd Herrold, Northwestern University professor of marketing letterhead. Plus detailed information 
OVER and operator of contests for many well known advertisers, will get eA —— ms ome is sent to you Free 
. . . P wi your rst order. 
— 1,750,000 FAMILIES LIVE BY away from it all, come February. He's taking a semester’s leave 


( i of absence and, wisely enough, is heading south... 
e 


Leo J. Boyle, New England publicity director for American Air- | 
lines, isn’t such a hot publicist when his personal affairs are con- | 
: cerned It’s just leaked out that he did a middle-aisle act with 


Mary E. Robinson, stewardess on the Boston-New York run, last 


THE MARKET-PLACE FOR IDEAS ON LIVING september... 
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USE FAMOUS NAMES 


EXCITING! OUR EXCLUSIVE NEW PROCKS BY 


Hubrilec 


WORN BY AMERICA’S LOVELIEST CIRLS IN 


BIG MAGAZINE ADS! 


Live «lok like ter emer get smbag ou ef dee Sedebetver ad? 


rem eachaive wah en Beghe ass bumen the lor mying 
Coron and barns will “be Gongs Mr you we! Duden dena 
frocks pow D wee meee ee one, 


The girls who appear in national adver- 
tising become the central theme of a 
new fashion promotion sponsored by 
Hubrite Frocks. 
imprint of a retailer in Olean, N. Y. The 
advertisers mentioned in the ad are 
Gruen, Maxwell House, United Airlines, 
Canada Dry, Life Savers and Stude- 
baker. Details of the campaign appeared 
in last week's issue of Advertising Age. 


Ebert President 
of Marketing Local 


Burton E. Ebert, Scott 
Company, has been elected 
dent of the Philadelphia 
American Marketing 
Howard T. Hovde, 
Pennsylvania, 
vice-president. 

Harold P. Alspaugh, Temple Uni- 
versity, and C. H. H. Wiekel, 
3ethlehem Steel Corporation, are 
vice-presidents. J. C. Spurr, Mc- 
Graw-Hill Publishing Company, 
secretary-treasurer. 


Papet 
presi- 
chapter, 

Association. 
University of 
was named executive 


Is 


Field Man for WLW 


William P. Robinson has joined 
Station WLW, Cincinnati, as special 
sales representative and will work 
with the station’s national repre- 
sentative, Transamerican  Broad- 
casting & Television Corporation. 


Northwest Copy Three Advanced 
| to Be Continued by “ Fargo Forum” 
The tourist campaign sponsored | Harry R. Hill has been appointed 


|by British Columbia, Washington | advertising director of the Forum, 


Chicago. 
,;and Oregon will continue despite | morning, evening and Sunday news- 7-10. / : . ; : 
| the war, Major J. Gordon Smith, | paper of Fargo, N. D., Norman D. Pe Bee smectite tates ta 
|; commissioner of the Canadian prov- | Black, publisher, announced. Mr. Feb. 9-10. Annual meeting, In- | ae ra se 7 
rhs pes. See 0 fe A) 4 é ’ | sociation, Vancouver, B. C. 
| eee oe tke ne | ral 5 ae advertising manager iterstate Advertising Managers’ As- | 
| 7D. < ssue ;> "€ eaieain meint Fork , . 7 aes } etna 
| Life, copy will continue to empha-| James A. Black has been named SaTeR, Yorktown Hotel, York, 
| size lack of formalities at the bord- | national advertising manager and | Pa. New Closing Dates 
| ers of the two countries. John J. Hogan, local advertising| Feb. 20-21. Annual meeting, In- | ‘for * ‘American Home” 
i aaecamitin manager Both joined the paper in| land Daily Press Association, Hotel | T} rao 
“Look” Increases | 1922. | Sherman, Chicago. hs on plrmescnton om aan By 
Ci lati G t J E Ww e | Feb. 22-March 1. Insurance Ad- | effective with its April issue, ne- 
ir i0n uarantee oins asey |} vertising Conference, Hotel Bilt- | cessitated by increased circulation. 
Look Magazine has announced a John M. Wyatt, formerly with | more, New York. | For black and white, the closing 
new circulation guarantee of 1,700,- | Calvert Distillers Corporation, New March 26-29. Annual Packaging | | date will be the first day of the sec- 
000 and a basic black and white | York, has joined Erwin, Wasey & Ex siti eaiaah 2 , Ceniebias ated 'ond month preceding date of issue. 
page rate of $4,200. |Co., New York, as vice-preside nt | oe on erence, mete") For color, the magazine will close 
The changes are effective with the |; and account executive in chi arge of | Astor, New York. on the 20th day of the third month 
issue of Oct. 8, 1940. the Calvert account. June 4-7. Annual convention, 


MITT ME, PAL~I 
HAVEN'T BROKEN MY 
NEW YEAR'S RESOLUTION 


This insertion bears the | 


He has been with WSAI, Cincinnati. 


Joins Barron Collier 
Richard A. 


Martinsen has joined 
Barron G. 


Collier, Inc., in charge of 


Western Missouri and Eastern Kan- | 


sas business. Mr. Martinsen, who} 
formerly conducted an agency on 
the Pacific Coast, will make his} 


headquarters in Kansas City. 


@ You can make 1940 a Leap Year in sales if you con- 
centrate in the Journal. 


Ask your retailers! They have been making Journal 
resolutions for years—and keeping them! Because they 
buy space by cash register results. A quick glance at the 
retail figures on the right, from Media Records, will tell 
you instantly what they (your retailers) consistently bank 
on to move your product. 


Seems logical, doesn’t it, that if the Journal is the right 
place for your retailers to advertise, it is the right place 
for you. Surely you should profit most by supporting them 
in the same paper in which their efforts are centered. 


MIE JOURNAL 


Portland’s Only Afternoon Newspaper 
PORTLAND-+- OREGON 


REYNOLDS-FITZGERALD, INC., NATIONAL REPRESENTATIVES 


WEW YORK + CHICAGO + PHILADELPHIA + DETROIT 
SAN FRANCISCO + LOS ANGELES + SEATTLE 


Coming 
Conventions 


AND YOU NEVER 


USING JOURNAL 


| Lithographers National 
| Del Monte, Cal. 

June 23-27. Annual convention, 
Advertising Federation of America, 


Association, 


a date of issue. 


WILL IF IT'S 
CENTERED ON 


SPACE IN 1940 


DAILY TOTAL DISPLAY LINAGE 


me plus General, Automotive & Fecal) 
ia von YEAR 1939) 


THE JOURNAL T apinat tee 
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Contest Best When 
Entered Early and 
Often: Herrold 


Chicago, Jan. 18.—Contest promo- 
tion is most effective for the adver- 


tiser when contestants are able to 
enter early, fast and often, Lloyd 
Herrold, pro- 
fessor of adver- 
tising and 


marketing at 
Northwestern 
University, told 
a Chicago Fed- 


- 


% 


erated Adver- 
tising Club 
lecture class 


last night. Prof. 
Herrold is also 
well known to 
advertisers be- 
cause of the 
contest service 
he operates. Incidentally he _ re- 
vealed himself as a contest fan, as 
well as a judge. 

In discussing the most effective 
types of contests, Prof. Herrold em- 
phasized that each might fill a 


Lloyd Herrold 


own time . 


_ 
~ 


variant need for the sponsor. Right 
now, he said, he believed a word) 
building contest would go over well | 
because “people love to look at the | 
dictionary.” 

Another new field, although one | 
that is gaining intensive cultivation 
by advertisers, is the audience par- 
ticipation contest. Most outstanding 
among these are the ‘Information, 


Please” and “Prof. Quiz” radio} 
shows 
Naming contests, Prof. Herrold 


said, are also effective if they are 
the type that can draw a “flash” 
answer from the entrant. If they 
require a great deal of thinking by 
the contestant, the entry blank too 
often finds its final resting place 
under the hall clock rather than in 


the sponsor’s hands. 


| in ADVERTISING AGE Dec 


Time Element Important 


Other problems that the adver- | 


tiser considering contest promotion 
must face include the time element, 
promotion and the amount of prize 
money to be offered and whether or 
not this should be cash or merchan- 
dise or both. 

Shorter periods are more effec- 
tive, Prof. Herrold said, inasmuch as 
the trade must be kept “keyed up” 
during duration of the contest. This 
is made easier in such contests as 


the current Procter & Gamble Com- 


pany affairs where weekly winners 
are being announced while the con- 
test is still going on. 

Contests for juveniles should not 


|offer cash prizes in excess of $1, 


Prof. Herrold commented, simply 
because children cannot compre- 
hend a sum larger than this. Nor 
are huge sums necessary for adult 
contests, he added. 

The current trend is toward a 
reduction in prize money and to- 
ward offering both cash and mer- 
chandise prizes such as Procter & 
Gamble have done. 

Another speaker to address this 
lecture class was Charles Lilienfeld, 
advertising manager of the National 
Tea Company, who told students of 
this company’s current Musico con- 
test. This was reported in detail 
18. 


Baum Joins Agency; 
Miss Short Successor 


Charles L. Baum has resigned as 
promotion manager of the Oregon 
Journal, Portland, to join Hal E. 
Short Advertising Agency. The 
name has been changed to Short 
and Baum, Advertising. 

Miss Margaret E. Tobin, who has 
been Mr. Baum’s assistant for seven 
years, succeeds him in directing 
promotion of the newspaper. 


How Many °**Cooks”’ for 
Your Production “Broth”? 


W. don't say that too many cooks will always spoil the production broth. 


vice versa, Why not start your next job in Superior’s capable Art Division . . 


. for art, photography, photo-retouching, 


But we're positive that fewer “cooks” will usually result in a better job! That's why 
more and more advertisers and agencies are using Superior’s 5-Phase Production 
Serviee. Its obvious, for example, that art work produced by the organization re- 


sponsible for engravings will be made with full regard for engraving needs — and 


. equip: 


ped to supply every art requirement from idea “roughs” and “comprehensives” up 


to finished illustration, design and lettering. Better still... use Superior all the way 


engraving, ad-composition. Save your 


. get better results. Night and day service insure on-time deliveries. 


SUPER Oh Engraving Company 


215 W. Superior Street ¢ 


Telephone SUP 7070 °* 


Chicago 


Chain Sales Gain 
10.7% in Total 
for December 


Chicago, Jan. 17.— December 


chain store sales, as reported to 
| ADVERTISING AGE today by 23 com- 
| panies, totaled $428,438,677, a gain 
| of 10.7 per cent over the $386,868,- 
254 reported a year ago. All of the 
23 reported increases for the month 
and six established new records. 

Total sales for 1939 for the group 
were $3,225,261,593, an increase of 
10.3 per cent over 1938. Again, all 
companies showed gains over 1938 
totals. 

Among the chains to set 
records for both the month 
the year were Grant, Penney and 
Woolworth. Both Sears and Ward 
also set new marks for the month 
and assured themselves of peak 
fiscal years, inasmuch as sales for 
the two to date exceed any previous 
yearly total. Kresge set a new 
record in December sales. Twelve- 
month sales for Jewel also set a new 
record for that company. 

Sears’ sales during the four-week 
period ended Dec. 30 were 25.5 per 
cent above the like 1938 period. 
And with a 48-week volume in ex- 
cess of 619 million, a gain of 23.1 
| per cent over 1938, Sears has al- 
ready exceeded its largest previous 
volume for any full fiscal year. 
This was the 572 million reported in 
| January, 1939. 

Ward reported a gain of 15.6 per 
cent in December sales and an 11- 
month total of more than 471 mil- 
lion, bettering its best previous full 
| fiscal year total of 432 million. 


new 
and 


Grant reported a gain of 4.8 per | 
|cent in December sales and an in-| 


| crease of 6.2 per cent for the year. 
December sales for Penney in- 
creased 11 per cent over 1938, 
while the total for the year showed 
a gain of 9.4 per cent. Woolworth 
scored a December gain of 3.8 per 
cent and a 1939 gain of 4.7 per cent. 
December sales for Kresge were 1.5 
per cent ahead of the previous vear. 

Figures for the individual com- 
panies are shown in the accom- 
panying table. 


Offers Scholarships at 
Washington University 

Two free scholarships for night 
school courses in advertising have 
been offered by Washington Univer- 
|sity and the Women’s Advertising 
Club of St. Louis. 

They will be awarded in April 
at the conclusion of a course, “Ca- 
reers in Advertising,” sponsored by 
jthe club. This course consists of 
12 Monday evening classes to 
held at the university beginning 
Feb. 5 


Mennen Promotes Smith 

| J. Leonard Smith, formerly Pa- 
cific coast manager, has been 
appointed assistant sales manager of 


the Mennen Company, Newark. He 
has been with the company for 
more than ten years 


DECEMBER AND 1939 SALES OF CHAIN STORES 


% Gain 12 Months 12 Months % Gain 
Dec., 1939 Dec., 1938 or Loss 1939 1938 or Lo 
Edison 

Stores ....$ 2,740,127 $ 2,591,117 +5.7 $ 24,913,582 $ 24,205,239 +2 
Grant, W. T. 18,868,285 17,996,444 +4.8 103,361,697 97,313,495 +6.9 
Green, H. L. 6,228,023 5,951,545 + 4.¢ 34,596,562 32,189,745 +7.5 
TeOWOL 2s cakc 2,053,175 1,894,262 i-S.4 24,743,438 23,698,706 
Kresge, S. S. 25,887,725 25,498,618 +1.5 152,737,839 147,995,974 + 3.2 
Kress, S. H.. 15,232,484 14,428,795 +-5.6 84,851,373 82,187,173 +3.9 
‘Kroger Groc. 

& BakingCo, 20,414,283 19,221,914 + 6.2 243,357,216 231,295,622 
Lerner Stores 6,659,422 6,264,396 +6 40,271,780 37,920,115 t 
McCrory 

Stores 7,654,964 7,002,827 +-9.3 43,193,591 40,068,193 | 
McClellan 

Stores aa 4,353,283 4,234,244 2.8 22,962,771 22,204,940 +3 
Murphy, G. Cc, 8,162,694 7,222,987 -+-13.0 47,284,964 42,190,211 +12 
+Nat'l Tea Co. 5,028,824 4,683,264 +-7.4 56,824,451 55,545,216 +2 
Neisner Bros. 4,211,680 4,062,787 -3.6 24,013,281 21,159,941 +13.5 
Newberry, J.J. 9,062,744 8,768,376 + 3.5 52,271,577 49,032,700 +¢€ 
Penney, J. C. 43,215,041 38,930,482 +-11.0 282,133,127 257,963,946 +9.4 
Peoples Drug 

Stores 2,603,206 2,475,592 +-5.1 22,825,447 21,735,076 +65 
tSafeway 

Stores 31,456,074 30,128,345 + 4.4 385,428,134 368,007,824 +47 
Spiegel, Ine. 6,650,149 5,607,719 -+-18.6 52,981,982 49,732,671 +6 
"Sears, Roe- 

buck & Co. 76,113,727 60,633,795 619,294,199 503,244,563 +23 
Walgreen Co. 7,989,754 7,670,718 71,125,239 68,020,017 +4 
Ward, Mont 

gomery & 

CO. 2 cewes 66,020,061 57,084,524 15. §$471,835,169 $408,044,956 +15 
Western Auto 

Supply Co. 5,500,000 4,136,000 +33.0 45,321,000 36,375,000 +24 
Woolworth, 

F. W....-.- 52,332,952 50,379,498 + 3.8 318,833,170 304,494,603 +4 
Total... .$428,438,677 $386,868,254 -+-10.7 $3,225,261,593 $2.924,425,926 +-10 
‘Covers 4 and 52 weeks ended Dec. 30 
tCovers 4 and 52 weeks ended Dec. 25. 

§Kleven months. 
*Covers 4 and 48 weeks ended Dec. 31. 


be | 


Weiss Made Officer 
of Mutual Network 


Lewis Allen Weiss, Don Lee Net- 
work, was elected a vice-president 
of Mutual Broadcasting System at a 
directors’ meeting in Chicago. Al! 
other officers were re-elected. 

The following operating com- 
mittee was appointed to discuss net 
work problems with Fred Weber, 
general manager: John Shepard III, 
Colonial Network, Boston; H. K 
Carpenter, United Broadcasting 
Corporation, Cleveland; Ed Wood, 
WGN, Chicago; J. E. Campeau, 
CKLW,. Detroit; T. C. Streibert, 
WOR, New York; Hulbert Taft, Jr., 
WKRC, Cincinnati, and Mr. Weiss 
Several other representatives will 
complete the committee. 


Paper 115 Years Old 


| The Daily Kennebec Journal, 
| Augusta, Me., celebrated its 115th 
| anniversary with a special 64-page 
| issue on Jan. 8 A letter of con- 
| gratulation from Governor Lewis O 
|Barrows was reproduced on_ the 
|front page of the anniversary edi- 
| tion. 


DL&W Promotes Spencer 

| Charles M. Spencer, former) 

| Philadelphia sales promotion repre 
has been appointed sales 


| sentative, 
promotion and advertising manage! 
of the Delaware, Lackawanna & 
Western Coal Company. New York 
He succeeds Henry S. Gage wh 
has been named general sales agent 


JOHN A. CAIRNS 
& COMPANY | 


45 EAST 17th ST. 
NEW YORK, N. Y. 


ene pire Be i ie fe tk ea ta . ged, - . ‘ 
= a a 
‘ | Le 
| ‘ | | a | 
i 
bone § | 
_ _ 
eer 
s 
a 
. eH | | 
| So | 
aaa ; eee n 
ol _&§ A peraesce : 
ae | 
- : 
pie ih aamseneasespiemanntintinernanaticicnenaiiiosedtisannnnsnectsiiahehietaiatiiitietinsats Pn ta 
ao : 19) 
ae D, 77 © “oN ) L110 
rate hss VY fo ) / | In 
wins ts =e AS fs) to 
? 700 \ \\ \ \ ° \Ss 
®, “(an } JSf) 
ae j . } ] Hi } - /y 
ay, YY fy Oo ; 
; ~ > sg LZ jp! ° yj for 
< 4 a OD » Zo) col 
7. ss “ act 
a fa i Rp =, Tr up 
eee dit" ee i, : > ae do: 
om fi es gf 
hi. ; wl ail i. We, i gus 
be a . re a a) 4 oft "a | - 4 = I 
1 ie . : "2! . ‘Soll 9 & alae tne Ad 
eee << _ a = g + ee ne rec 
al i ie pal 
Fo —_—m dF pal 
ete _. wT, ag 
E a. \\ "g es por 
aa: A , Lj * WR tui 
ee abe y wh 
t \ } ; ln ae a _ mal 
\ ) ee ies q 01 
SS ' ee 
7 > Jy oe ae 
re eae ‘f* ‘ 
~ AQ oe oS Fe 
fos. \ Nee % > if ¥ _ E 
ees & . - . a : ™ ( es ia sz m 
te a $ Boe | ; qn 
— é -, f > a 
- tae . ut @, o P 
i /,/d i_- 8 52 Fin rs . 
cal AA ———> +l OAT pes gh in 
eed a ¢ a a~ — 7 os ~“e ? 7 45%) - e> 
er SY g , ° s% 
fs PY fo J 
oil 5 4 : i SS —_———_————— a 
a 4 A = — ~s | 
; = / r A \ 
4 > ‘ . 
AO A, | XS 
. ¥ aw 2) a : 
K\ a. 7 
pA 7 
Se. i — “7 EDw 
Z tp wo 
7 . Py, a s CH : — 
: i. | 
| i. 
~ SS & te pE 9 | 
7 fz 
BO pHiLer” 
f 
4 SS | . > a 
a s 
e & 
at tat Ge le o ; ; as ae : 7 : : pid “ « . 7 pale 
ee pe i ree EA A re hee ae ids cade et ae ee ae a a Ci Oe oe Re ee tla Tite a ig ES) SR 
mo 4 cf i: Seg aa. ry = “ie a t Z i . te re + ee ‘ ie wR. he rear. oh .. "ee Fe PPT ook Ba x ayer: a $s ers da ee es wih i ¥ te 38s pine? 


January 22, 1940 ADVERTISING AGE 
advertisers’ greater use of black VARIES "STRIP" COPY New York World's Fair 


Many Newspapers 
Report ‘39 Linage 
Gains in Color Copy 


Survey Shows Greater 
Diversity of Adver- 
tisers Experimenting 


Jan. 17.—National 
ertisers have yet to 
ms of linage, a wholehearted 
pproval of color copy in news- 
papers, although a survey by ADVER- 
risInG AGE this week revealed that 
greater variety of companies has 
xperimented with color in 1939. 
According to the study—which is 
msidered representative rathe 
n definitely indicative—use of 
olor copy in newspapers of large: 
ties declined during the year. The 
posite was true in newspapers of 


Chicago, 


ad- 
express, in 


; 


| 


aller cities. | 
\nother revealed in | 
classification of color linage in | 
rger city newspapers. Food copy 
eceived five mentions as being a | 
dominant source of color copy in 
1938, but got only two mentions in | 
1939. Gasoline received eight men- 
tions in 1939 as compared with six 
in 1938. Department store linage 
topped other classifications in color 
copy in both years. 


paradox is 


|!and white copy. 

In analysis by states of the news- 
papers offering run-of-paper color 
copy, it was revealed that 34 
/newspapers are so equipped in Cali- 
|fornia and that this state is tied 
|with Ohio. Both are considerably 
jahead of most Eastern states. In 
|New York, for example, there are 


but 12 papers offering run-of-paper rs 


color copy. 

Greater interest in color copy was 
| reported by many newspapers, even 
linage. 
color copy is the project launched | 
by the Southern Newspaper Pub- | 
lishers Association. This 
hopes to have its members stan- 
dardize both rates and mechanical 
requirements on color copy to make | 
| it easier for national advertisers to | 
|avail themselves of this type of | 
| linage. 


Variant Opinions Cited 


| Among newspapers in smaller 
| cities there was a surprising variety 
lof opinion concerning color 
lalthough the majority reported it 

increase. The diversified 


on the 
views of newspaper experts are 


typified in these comments from|Agency, has been placed in charge 
two Oklahoma cities. of the company’s Chicago office 
One newspaper commented: | Mr. Gunst_has been a member of | 


“Color on small newspapers is not 


| though some of these reported less | 
Another potential spur for | 


group | 
| 


copy, | 


Ly sol Dramatizes Adds Exhibit Plan 


‘LYSOL MINUTE MOVIES “oie Mone °° | 


Germ Dangers with 


A new plan to offer both large 


| | | and small exhibitors product dis- 


3] 


}) MOTHER REAUITES COMMS OFTEN 
ROL OW DUST INFECTIO 
(WRK ON DIRT TRACKED ON BY 
Own FEET. SO 


—-LU \|/__Li 
na | io 


‘Movies’ Copy 


New York, Jan. 18.—A variation 
of the familiar “strip” technique 
has been adopted by Lehn & Fink 
Products Corporation as the copy 
vehicle for the 1940 newspaper pro- 
motion of Lysol as a disinfectant. 


| play space at the New York World’s 
Fair in 1940 has been adopted. 
Three-dimensional displays, many 
of them animated, will be installed 
in major buildings for use at small 
cost by both non-exhibitors and 
advertisers who wish to augment 
their own displays. 


5 


. 
i 


MOTHER SCRUBS FLOORS 


WASHES MOPS, BROOMS. AND ee The same plan was used suc- 
a a | This copy, to be rotated with inser-| cessfully at Chicago during the 


| “WreOL” QURUN FRETS AS IT CLEANS 
cers THE as wre 
as THE DIRT. ( DEODORITES. TOO) 


| tions recommending the product for 
feminine hygiene, is called “Lysol 
Minute Movies,” and will be con- 
| tinued for the entire year. 


Century of Progress exposition 
Fair officials report that agencies 
and advertisers are enthusiastic 
over the plan. 


Mother “Mops Up" 


Names Jasper, Lynch 
Benson Dry Plate & Camera Com- 
pany, New York, has appointed 
Jasper, Lynch & Fishel, New York, 
to direct promotion of its Pict-O- 


| The “movies” are simple, drama- 
| tized examples of situations in 
| which a good disinfectant is essen- 


“LYSOL” COSTS $0 LITTLE To ust 
OnLy DY TRELESPOONS TO 4 GALLON 
OF CLEARING WATER PULL DIRECTIONS 
Wms GOTTLE AT ALi DRUG COUNTERS. 


’ 


Current Lysol copy uses a “movie" tech- 


nique to dramatize 


germs. 


Lennen & Mitchell is the agency 
in charge. 


|tial. “Mother mops up the germs,’ 
for example—a current episode in 
| four “scenes,” shows the danger of 
| permitting baby to play on a germ- 
| laden floor, 


ee ST) Graph, new combination mailing 
folder and snapshot easel. Maga 
zines, business papers, local news 
| Papers and spot radio will be used 


the dangers of 


Newspapers in about 20 key 
areas have been selected with in-| 


Two Join Mathes 


Gunst in New Post 
Gerald H. Gunst, recently 
pointed vice-president of the Katz 


ap- | 


sertions appearing trom 
four times weekly. 


once 


the newspaper drive is a schedule 


in women’s magazines. 


to} Richard F. Sheldrick, formerly 


Supplementing | With Federal Advertising Agency, 


|New York, and Richard Neff, for- 
merly with Sherman K. Ellis & Co., 
and Batten, Barton, Durstine & Os- 


a factor. National advertisers are 
not using it and we have not sold | 
much locally, so we did not offer 
it in 1939.” 

Another 


reported: “Color is a 


necessity to modern newspaper 

publishing. The demand has _ in- 

Oil Copy a Leader creased rapidly. Color copy has 

The decline in consideration of |More eye-appeal and that means 
food copy as a major source of|more newspaper results.” This 
color linage contrasts with the | Mewspaper, incidentally, reported a 
accepted belief that such copy per-|55 per cent increase in its 1939 
forms best when it can lend “eye | color linage, with grocery and de- 


uppeal” to the product. 
dox continues with the apparent 
popularity of color copy among 
gasoline advertisers who are selling 
product without “eye appeal.” 

There are at present about 350 
newspaper carrying run-of-paper 
color advertising. Comments were 
received from 27 
papers and 60 smaller city news- 
papers 

In the large city group, 12 re- 
ported a decline in use of color copy 
luring 1939; ten reported gains, 
while the balance reported little 
variation between the two years. In 
many instances the decline in color 
opy was more than offset by the 


The para- 


BIG results on 
modest budgets 


236 advertisers will 
testify that it can be done 
in Baltimore on WFBR 


MTIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


- 
large city news- | 


|} partment stores being major users. 
Gains Range Up to 50% 


Gains ranging up to 50 per cent 
were not unusual among smaller 
newspapers. In many instances, 
the papers reported that the gain 
in color copy corresponded to the 
gain in total display linage. Typi- 
cal of the comments was that made 
by a West Coast national advertis- 
ing manager, who said that these 
papers had enjoyed an increase of 
approximately 30 per cent in color 
copy during 1939. 

“There 


has 


been a very notice- 
able trend,” he reported, “of both 
local and national advertising to 


| the use of color space so as to domi- 


nate newspaper editions. 

| “Their added investments 
been obviously profitable because of 
the upward trend in this type of 
promotion. The use of one color is 
;the usual practice, but two and 
three colors are in demand.” 

Gasoline and oil copy 

dominant classification for 
copy in the smaller newspapers, as 
in the larger city dailies. This in- 


was a 


Department stores and 


stores were also leaders. 


It was also indicated that the 
national advertiser, when using 
color, is much more readily in- 


clined to full color, while the local 
advertiser may content himself with 
one color and black. 


Crown Plans Drive 


Crown Overall Mfg. Company, 
Cincinnati, will resume magazine 
advertising with a campaign this 


| year for its Safe Deposit overall. The 
|product’s zippered pocket, with a 
self-locking device, will be featured 
in regular insertions in farm papers 
and railroad employe publications 
Grey Advertising Agency, New 
| York, directs the account 


| FOR SALES IN 


THE SMALL TOWN MARKET 
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“> =lAmerica’s Greatest “Weekly Newspaper \? 


have | 


color | 


cluded both local and national copy. | 
grocery | 


In this schedule both disinfectant | born, New York, have joined the 
| ’ , be d 


the New York sales staff for 20 | and hygiene appeals are used. Len- | copy department of J. M. Mathes, 


years. 


jnen & Mitchell is the agency. New York. 


A survey of 3,000 women in 12, 

| large cities, just completed, shows — 

“that in most of these cities the 
The Family Circle’s Julia Lee 
Wright. We will be glad to send 
you a complete analysis of this — | 
survey, showing the relative 

standing of six well-known food 

- editors. Write to The Family Cir- 

_ New York City, and ask for a 


a 


29 | “ 
a er 
{ ——| | ‘. = | pi 
—|_ erang 
a - 
_ * 
ES = 
= 2 
a | 
———————— es re 
se ; ‘ee, ah. “24 tae ae aaa 
1 ee 5 gst oe fsa mf, ¥ vee | ie 
| pik 05 pst iene sf 
| . vit 1, ‘ 4p 3 FPS a 8 anseft “ 
i” ff a é wien” af Pr, ba 
a ll y 2a me . , ss i ‘ buh 5 * +a 3 — , 5 , a 
| ———_ ae vee a. . “tn a 
| ng gn’ & ® oC0 | is 
‘ = ya : ” t ote ; + 
: IN | ad woh ¢ » - 
satrimore|) iit $2 Ln oy 4 et § 
| eee © con? ‘a faeh A # 
Tait ee Ca | 
. | a Pe 4 tate of 12 Cites.” gp  pock | 
——— rea Tena 
| = lULee 
| ot, ot hut We 
a\ — ai: ste ; Ast fhe ‘ ; 4 yolGt 4 fet, - J 
By 100: i a a ; y 
. rene Ses Pee eet ae ; : te > ‘| 7 fy + 
Rs SOR ie Fe RS ae <a ae, ‘4 ee = fhe | - : he ws aaah, eg o r oe Si es es i Pe 
ars) ees” fins er tay F spsaet i . ape é + 


S See of ape My err ae eee” <a BR ae ep tied Sar 
- ‘pay mr: ed ‘ E eee — ‘ats 7 7 . ~ bat i ee See , MA 
30 ADVERTISING AGE January 22, 1949 Ja 
‘ —- -_ 
ere . a) . . .. a 
Goldman Features Stars Ziegenfuss Heads Chicago Times” in FOUR-YEAR RECORD OF LEADING RADIO 
Motion picture stars will be fea- | Ad Distributors Syndicate Field CLASSIFICATIONS 
— in = a  emesmg Dad Roy Ziegenfuss, Triple A Car-| Newspaper features used and de- Classification , Py , by : py ‘ — ; 
we , cizeeinl “5 —ew ay riers, St. Louis, has been elected | veloped by the Chicago Times will Automotive seen eee 210,01 9 see 1,200,6 : 9,8 7,105 
te - 1y — a nee president of the Advertising Dis- | be offered to newspapers through- | Cigars, Cigarettes . 11,668,090 8,780,469 6,77 7,042 4,639,893 
eer ,  Pletus — I - ith A rs : tributors of America, a Delaware | out the country by the newly or- | Confectionery ...... 2,275,492 2,016,181 1,636,406 1,389. 809 C 
1 send — First’ om “ss vd corporation. ganized Chicago Times Syndicate. | Drugs & T. Goods. _ 22,425,671 19,443,574 18,407,888 16,579,825 
will appear P Maret “ M oe Mr. Ziegenfuss succeeds Ralph _Russ Stewart, who . joined the! Financial & Insurance. 1.019.749 385.770 816.472 478,47] 
wviselle und. Picture Play ana | Goo0dman, Big Four Advertising | Chicago tabloid in 1935 as promo-| Foog & Food Beverages... 24,649,778 21,774,705 17,811,555 15,388,188 
yo ne AE ng ae pint ge Carriers, Chicago, who becomes | tion Fp ct has “_ — edi- Lubricants. etc 4.275.603 3 187.964 3.954.910 4.204.699 
e “* | chairm: : > ard. tor and manager ¢ the syndicate, rg ’ pried pokes pigeies, cleo ochre bs gts gota 
yet. Norman D. Waters . Associ- hairman of the board prance Ht thy tl cherie of circula- | Laundry Soaps, etc. . 9,783,625 7,618,951 6,064,383 3,495,337 
nage Baer k, —" appointed “> tion and editorial promotion. 
0 Co re account. . . 
Reed to Vanti Pa-Pi-A a . . 
lor ast 290 Joins Erwin, Wase Gets Nutrena Mills Jests Sampling Ka 
David B. Reed, for the past 20 ’ y Ferry-Hanly Company, Kansas 
To Bozell & Jacobs |years with Loose-Wiles Biscuit Robert S. Beckham, formerly with | City, has been appointed advertis- Covers ] 500 000 63 
Industrial Abrasives, Inc., Chi- |Company, Long Island City, has | J. Walter Thompson Company, New | ing counsel for Nutrena Mills, Kan- ’ ’ 


cago manufacturer of coated abras- 


been appointed head of the newly 


York, has been appointed head of 


ives, has appointed Bozell & Jacobs, | created promotion department of | the enlarged outdoor advertising 
Chicago, as its agency. George | Vanti Pa-Pi-A Corporation, New division of Erwin, Wasey & Co., 
Gould is account executive. | York. New York. 


“NOT |, SAID THE OWL 


"| didn't kill cock robin.” ... “Not |,” said the pressman. “Not |,"’ said the 
paper maker. “Not |,” ‘Nor |,” said the ink maker, the photographer, the 
artist, the engraver. ‘My work was good; it must have been the other 
fellow’'s error.” ... But the advertiser—who after all was merely the man 
who got the bill for the job, and for some $5,000 worth of circulation — 
got stuck. Nobody was (or would be) honestly responsible. ... Many 
advertisers of national note have learned to avoid such situations. They 
protect their investments by using the services and abilities only of those 
who have proved their willingness and their fitness to accept full respon- 
sibility for their own work. It is not surprising that Rogers makes the en- 
gravings for a large and ever-increasing number of such advertisers. 


ROGERS ENGRAVING COMPANY 


-Engraving 


7 

be: Adolph F. Buechele, President e Master Craftsmen of Photo 
one 2001 CALUMET AVENUE e¢ Phone: CALumet 4137 -e 
Ya ai es 

ee pris 


CHICAGO, ILLINOIS 


sas City, producer of chicken, cattle 
and dog foods. A _ substantial in- 
; crease in the 1940 appropriation has 
been made. 


in New York Area 
New York, Jan. 16.—A _ lary 

scale sampling campaign, involving 

the entire list of telephone subscrib- 


ers in the New York metropolitan 
47 
| 39 
50) 
" 
Last 8 
ees week, full-size 10¢ rolls of JES) 19 
#re mailed to all te! ° : 
ers in the N elephone subscrib. , 
Pe ew York Metropolitan areg hi 
vou ere note . , 
by 46 
8° of Jeers - 
MAIL THE COUPON ttiew i 
ATE ere these amesing, now minstoverne 14 14 
©N€@ you try 
Ore you this nity Ye BOF @ Pullaty “4 
70H ebvotutoly tree! This oer caning an, 
felt 
CUT OUT THIS COUPON 20 
oO 
JESTS. INC, Bex No | Times-Ploxe Ste Broskiyn. NY. * <9 
} | Gia nat receive @ free sample of JESTS by mail Please 6 
send me © full-sing 100 roll without charge 
| Neme —) 7 
| om . 
_— se sie 
6 
area, and carefully coordinated 30) 
|'with newspaper and radio adver- 79 
| tising, has just been completed by 93 
| Jests, Inc., maker of a mint flavored 9 
itablet for the relief of stomach dis- 18 
,| tress. $2 
The company, whose distributior 21 
is still limited to the local market 76 


| started its merchandising effort wit! 53 
{small space insertions in sever: 2 
New York newspapers, announcing 

that full-size 10-cent package: 

would be mailed. Follow-up cop) 
l'advised that the samples were 0! 

|the way, and the next insertion in- 

quired: “Have you received you 

free sample of Jests?” Those why 

| were not telephone subscribers wer 

invited to use an attached coupor 

It is estimated that there are 1,200 

000 residential phones in the Ni 

York aréa 


Repeat Offer On Air 


At the same time the advertis 
ments appeared, announcements 0! 
local radio stations repeated the 


fer. The product was described 
“amazing, new mint flavored tab- 10 
lets that give fast, longer relief ! +0) 
acid indigestion, heartburn, 

stomach, gas and similar disc 

forts caused by temporary exc 
stomach acid.” The figure ot 

Disney type jester is used in 
newspaper copy. No plans fo 

tional promotion have been n 

yet. Joseph Katz Company 


agency 


BY CRYSTAL 


PUT YOUR PROBLEMS UP TO 
DISPLAY HEADQUARTERS 


CRYSTAL MFG. CO. 
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January 22, 1940 ADVERTISING AGE 


Leading Radio Advertisers in 193 


Companies Spending More Than $100,000 in 1939 on NBC, CBS and MBC Networks with 
parative Time Cost for 1938, 1937, 1936 


An Exclusive Advertising Age Compilation Rased on BP rds of Publish 


( { ; i oe a 
j at mr, Lang 
Rank 1939 1938 1937 1936 Rank 1939 1938 1937 1936 
Adam Hat Stores, Inc... -+e--S 151,893 $ 76,736 $ 10,476 87 Household Finance Corp 134,763 276,090 244,348 300,328 
63 American Oil Company. ; ; 299,399 3,541 Oy yo 2.073 52. International Cellucotton Products Co 384,430 166,665 108,360 353,603 
American Home Products... seseese 20a, 000 2,577,973 2,547,814 1,886,783 70 International Silver Co 235,244 85,095 140,935 35,988 
Including: : 55 Ironized Yeast Company, The 356,970 179,724 
Affiliated Products, Inc....... 267,418 535,123 705,078 488,507 25 Jergens, Andrew, Co., The S$ 819,960 622,277 841,457 596,018 
Anacin C O. verse eeeeeees Peis 829,042 799,056 841,097 497,819 Including 
Boyle, A. S. Company... . 264,440 257,633 350,189 184,356 Jergens, Andrew, Co., The 247,27: 206,373 169,339 248,903 
Bisodol Co., The..... costeee sees 461,176 = 462,651 248,007 282,568 Woodbury, John H., Inc 572,686 415,904 = 672,118 347,115 
Clapp, Harold H., Inc. (Baby Food) 13,647 ; ; 36 Johnson. S C. & Son eae 589 330 675 190 455,744 399 038 
Kolynos Company ............. . 370,303 396,050 «317,279 «Ss «350,834 | 5, va oa ae a. ao sia 
Midway Chemical Co. (Aerowax).. 83,744 Tee a eS ee ee - Kello oe : ing tid owl £r6 need bi Sti ,aa! 503,205 
Wyeth Chemical Company......... 239,783 127,460 86,164 82,699 oi Lady Esther : secnge d 901,546 831,547 1,000,040 1,046,033 
9 American Tobacco Co................ 2 506.141 2.653.575 2 339 849 1.508.704 43 Lambert ompany, The 476,434 367,823 82,124 ve 
47 Babbitt, B. T.. Inc....... eneraay 436 200 437.700 385.032 329 480 90 Lehn & Fink Products > 116,415 219,494 609,326 464,922 
39 Bayuk Cigars, Inc................. - 521614 272 306 “ 3 Lever Brothers Company 3,392,672 2,790,141 2,182,123 1,242,222 
50 Beneficial Management Corp........ 390,895 5,823 19,509 soso | * lewis Howe Company..... peta es hiner rig 
86 Bowey’s Inc. ...........-.eccceeceeeee 147.965 129.172 159.432 86.784 12 Liggett & Myers Tobacco Co 1,937,652 1,689,370 1,806,541 1,095,810 
19 Bristol-Myers Company _ 1.141.548 942.930 762.200 738520 26 Lorillard, P., Co. 794,014 744,853 103,490 ae 
11 Brown & Williamson Tobacco Corp.... 2.047.536 715,790 353.404 54.666 74 Macfadden Publications, Inc ' 219,933 175,647 351,825 309,586 
46 Campana Sales Corp............. , 438.850 520,398 583.123 369.024 95 Manhattan Soap Co., Inc.. 101,898 ; 68,936 
7 Campbell Soup Company.............. 2,704,331 2,279,425. 1,166,128 1,294,854 | 69 Mars, Ine . . 253,816 
54 Canada Dry Ginger Ale, Inc... were 358,307 48,276 94 McKesson & Robbins, Inc 102,375 150,150 7,034 a 
35 Carnation Co. . ee ea are 598.137 560.872 462.168 387.060 16 Miles Laboratories, Inc. 236,254 1,387,906 1,457,470 1,289,764 ” 
Including: 17 Morris, Philip, & Co., Ltd., Ine 1,216,166 1,068,354 823,727 $30,264 ye 
Carnation Co. . ‘ "i ; ; 551,676 513.640 422.016 366.068 83 Musterole Company, The. 174,446 132,679 28,098 
Albers Bros. Milling Co ia 46,461 47.232 40,152 20.992 14. National Dairy Products Corp 1,490,480 1,466,957 1,275,202 888,004 a 
72 Chesebrough Mfg. Co............ . 227,385 211,050 50,760 Including 
20 Chrysler Corp. ....... ‘ep OT 950,146 1.003.612 911.051 35.887 National Dairy Products 579,878 493,928 180,796 107,800 
ee. |. >: hae 718,282 638,205 575.603 536.641 Kraft Cheese Company 910,602 973,029 794,406 780,204 
§ Colgate-Palmolive-Peet Co. ; 2,749,733 1,898,015 1,880,870 1.576.197 68 Nehi, Incorporated . 261,248 247,792 
27 Continental Baking Co., Inc. 729,543 650,260 620,209 660.974 71 Noxzema Chemical Co 235,058 109,555 17,610 
84 Corn Products Refining Co i ; 164,983 92,505 242,265 58 Pacific Coast Borax Co 348,232 339,296 278,236 248,810 
16 Cudahy Packing Co., The. . 352,425 372,488 254,963 65.348 65 Penn Tobacco Co 293,747 69,769 ; . 
d 30 Cummer Products Co eaeta std 689.664 555.367 320.988 215.139 3 Pepsodent Company, The 603,400 339,260 1,269,158 1,352,064 
79 du Pont, E. I., de Nemours & Co.. 196,620 250.455 367.205 314.759 29 Pet Milk Sales Corporation 699,242 594,013 537,094 301,035 7 
x 93 Emerson Radio & Phonograph Corp.... 102.576 Pk ; 37 =Pillsbury Flour Mills Co 561,712 563,400 904,521 $192,615 
d 9 Fels & Company k's er 315.672 78.493 184.666 94.217 73. Pinkham, Lydia E., Medicine Co 220,074 275,844 4,461 
= 38 Firestone Tire & Rubber Co 558.746 635.206 537.634 511,506 1 Procter & Gamble Co 8,769,135 6,173,783 4,496,067 3,303,673 
12 Fitch, F. W., Co., The 488,265 364.563 257.462 275.416 49 Prudential Insurance Company ot 
21 Ford Motor Company : 949,297 1,052,895 1,768,285 2,082,664 America 414,330 
SS awe ee Co ' 212,733 111,417 151,856 175,370 75 Pure Oil Company 215,423 13,829 
- nee a maety vovees 367,629 391,871 372,635 67,904 18 Quaker Oats Company, The 1,200,947 885,268 222,426 124,660 
y r ra s poration - 5,269,567 5,239,606 2,764,944 1,501,945 32. Radio Corporation of America 635,926 827,640 1,153,585 586,791 
g Including 44. Ralston Purina Companys 466,011 383,906 367,484 284,608 
Calumet Baking Power. . 111,986 65,244 13. Reynolds, R. J., Tobacco Co .723,574 1,000,184 790,315 954,149 
Diamond Crystal Salt 84,001 68,836 59,121 14,400 92 Richardson & Robbin: 104,832 79,823 ; . 
: a : ; ony es 484,796 pleat 18 Richtic ld O1l Corp . 200,564 203,476 214,124 175,408 
Jell-O ’ , 101,49 , 134,843 205,071 60 Sherwin-Williams Co., The 307 965 231,409 321,295 279,201 
i ; 677,366 651,441 522,574 168,120 5 Standard Brands, Ine 2,898,521 2 670,467 2,508,139 2,273,783 
Jell-O Ice Cream 151,425 Including 
‘i oe a Puddings 100,008 Chase & Sanborn Coffee 946,240 965,434 788,440 752,040 
| — eee ye 108,512 148,620 66,360 C. & S. Tender Leaf Tea 522,527 544,363 503,930 386,812 
Maxwell House Coffee —e 299,520 oe Paes Fleischmann's Yeast 157,234 387,922 452,868 780,276 
Minute Tapioca yee pani rept oh Cand Royal Desserts & Aspic & Yeast 672,520 172,748 762,901 102,560 
Post's Bran Flakes : ; . aan oeeveee 170,142 42.966 Royal Gelatine 230,103. 
Post Toasties 350 Hind rola — Food & Food Beverages : ses . 21.992 
7 Meaicun ears coron 97 Standard Oil of California _ 100,794 92,785 84,508 81,290 
; Sanka Coffee : piy-o-ng are a Taae 4 Sterling Products, Inc 3.378.840 2.768.706 2,331,014 1,804,945 
l Swansdown C: lumet Baking ati 261,091 148,208 127,560 Including 
gee ri alume jaking —— — eave Javer Co., Inc 789,340 696,807 604,307 465,352 
10 General Mills, Ine 2 41 apt -é yee pyed bane anes Cal Aspirin Steees eee 0,573 34,071 
0 General Motor s Corp "s17 Bae l 895,412 1,941,697 13 16,876 Phillips, Cha H.. Chemical Co 1,275,854 1,17 1,135 922,446 489.396 
na . 517,55 143,773 1,818,291 1,223,108 watiies, . L 1 COMO, The 1,000,312 815,264 793,688 876,444 
. » Sterling rug roducts 238,782 
si Reg ag heey ee 19,983 13,158 rye 22,866 31 Sun Oil Company : 656,084 631,667 567,409 523,882 
Ghevraiet Boies fix ~ithae 56,003 ca0e8 88 Su ift & ( ompany 127,384 88,487 128,255 244,715 
Ethyl Gasoline Corp 197.575 heave eicieas = gry ; yretge A rhe vs “ee ae 558,045 312,344 
oe ‘ : 4914s 2 S tubber Co 301,850 304,155 
“terre teeng Axes egy 51,135 2,928 45 United States Tobacco Co $50,075 135,120 388,905 374,670 
% Oldanobile Division aes pee 89 = \ Ick ( hemical ( ompany 121,488 296 1633 $23,320 231,168 
Ponting Rotor Diviske: RNP 142,451 tot a1 Wand r ( ompany, rhe $89,312 304,952 355,241 931,249 
General Motors Corp 30,615 pnp ihd 98,700 80 Ward Baking ( ompany 194,664 80,848 52.303 212,242 
— 2 Goodvear Tire & Mubher Ci ae ae, BA: eae: 446,026 625.500 i7 »=Warner, William R., & Co., Ine 208,536 156,114 136,134 178,580 
| ree og dc ; Prat . : ., Ane., Phe 273,881 165,139 135,748 91 Washington G., Coffee Refining Co 108,077 129,001 112,096 27,015 
l pers Oe sroadcasting Assn 304,652 182,842 42,022 64 Welch Grape Juice Co., The 297 368 267,080 191,788 165,946 
1 ba {Yin Mfg ai Inc 190,255 174,049 155,232 96 Wheeling Steel Corp 101,722 68,215 
CG lf oF hg ee, n pep 182.1 +0 180,987 63,129 57 Williams, J. B., Co., The 349,838 237,762 ; 
i iteutatian Pin seein te rep 399,960 352,710 359,974 15 Wrigley, Wm. J: Compan 1.304.391 1,241,705 1.241.054 1,017,456 = 
l 9,630 
! ‘" Hormel, Geo. A.. & Co 929 7n9 7 af aes iiitnia 
i » & 283,753 9 205 BOLD rOTAI 49,950,411 $64,514,148 $55,566,853 $43,377,031 
I 
| 
i Consumer Institute eB aetna mt the rate nas been Automobih accessory and hoe described as a “death sentence,” is Issues “Creaciones”’ 
\ : considerably slowed down by more | chains account for about one-half exactly that, according to Mi ; ‘ ‘ : 
Offers Appraisal nooner os Som Seva of the ousines in their respective Dallas The Patman bill would wate ene” nog ne ee 
; penden Many of the state laws fields; grocery-with-meat markets, force Great Atlantic & Pacific Tea Creaciones Simplicity, Spanish edi- 
; of Chain Proble designed to penalize chains have 39 per cent, and cigar stores, 35 per Company, for instance, to pay the tion of Simplicity’ Prevue Maga- 
1 . . had the opposite effect. causing the cent In othe: pheres, uch as government $39,000 for each of 10,- ine The new magazine is being 
\ * York, Jan 18 “Chain DIg companies to reduce their total grocery without meat markets and 500 stores in 39 states, a total of distributed by department stores 
j Pro and Con,” has been number of units, but enter the su- furniture store chains have shown about $400,000,000 annually This dealing in Simplicity patterns in 
! eted by the Institute for Con- permarket field on a big scale Leg- a tendency to drop behind. This is contrasts with a net profit of $15.- Mexico, Central and South Amer- 
ong Education, Stephens College, islation is still an important factor also true of filling station chains, 830,000 made by A&P in 1938 ica and the West Indies. A circula- 
a, Mo., as the first of a in balancing the scales. howeve1 which have lately tended to sell out Miss Dallas reports that the lowe tion of 50,000 is claimed Advertis- 
. tf booklet on consume! aa 7 to private dealers purported charges of chains in most mg Wilh in accepted soe ne June 
* to be sued through the Variation by Fields “Taken as a whole, however,” fields are actually lower than those aoe oe See vee ee eee ; 
: Affairs Cor ittee, Inc.. and Helen Dallas, author of the study. said Miss Dalla chain eem to be of independents, and she exoner- . rs 
off the presses about Feb. 1. | based on data made available by the | increasing their share of the retail|ates the chains of the frequently | 20#t-Lite Lens to Grey 
‘ klet will be sold for ten Federal Trade Commission. points trade How near they are to the repeated charges that they special- Soft-Lite Lens Company, New 
reap It notable for its personal- out that the share of the total vol- peak of their de elopment will de- ize in inferior goods York, nas appointed Grey Adver- 
<<a . With the serious subject ume garnered by chain Varie pet d on the uccess ol oluntary retgaee onal rt in to pote i 
ithe lightene een at aaa te ee fel ities, | cnnenias at ties Cred l accoun nsertions in 7006 EY 
=n Mnsee noth Meas gl Ragone oa ane el — of mupe per wor a ion “a Clarke Moves . > Hou penet vee Hygeia, Life, ihe 
“Chain Stores. Pro an onopoly, getting 90 per ‘cont wl if anti-chair tore laws.” F i ct a oe Phila- an ie , reso g Post and Time 
Nhe ange tg plied bleay-satg nd  crtgger thy Sg cer ens was Winks cate aaa | | 2elphi gene nas iken ne v | wee oe upplemented by business 
t il a 1e five- and ten-cent re busine The Patma chain bill, ofte cuart it 119 South Fourth stree paper and direct mail copy 
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32 ADVERTISING AGE January 22, 1949 


Leading Magazine Advertisers 


Companies Which Spent Over $100,000 
with Comparisons for 1938, 1937, 1936 


An Exclusive Advertising Age Compilation Based on Records of Publishers’ 
Information Bureau, Inc. 
, 


——— 


1939 


Rank 1939 1938 1937 1936 Rank 1939 1938 1937 1936 
240 AGFA Ansco Corp. : pasa ae Bee 119,622 110,866 88,300 61,300 | 41 Eastman Kodak Company........... 636,314 639,280 723,025 608.706 
224 All-Year Club of Southern California. 132,400 160,265 164,729 125,577 | 243 Electric Auto-Lite Co., The.......... 118,070 94,156 116,768 
113. Aluminum Co. of America.......... 270,533 321,401 538,132 388,660 | 276 Electric Storage Battery Co., The.... 101,700 88,000 86,000 140,51! 
Including: | 106 Elgin National Watch Co........ oan 278,115 189,655 313,033 199 2%8 
Aluminum Co. of America....... 138,127 162,541 330,160 180,975 | 78 Emerson Drug Company............ 388,629 248,337 247,740 227,849 
Aluminum Cooking Utensil Co.. 1,711 85,642 147,025 Sete | Ow TEER, BG oo sisdeevaccsscciccs ue 117,914 128,829 301,697 397,384 
Aluminum Seal Co........ ere 32,540 63,955 48,739 55,230 | 217 Factor, Max, Studios............ et 136,589 107,861 98,215 168,69 
Kensington Incorporated ....... 17,855 9,263 12,208 12,982 Se 406,525 426,425 313,360 373;: 
234 American Airlines, Inc. ......... i 122,975 96,325 26,138 55,650 | 267 Felt & Tarrant I ai ee 107,870 86,220 73.820 57.8 
97 American Chicle Company .......... 301,669 320,837 299,920 214,616 209 Feminine Products Co 
193 American Express Company......... 157,514 22,883 96,714 38,590 (Div. Carter Products, Inc.)....... 145,024 86,755 19.479 
85 American Gas Association........... 344,120 297,000 353,325 146,462 139 Firestone Tire & Rubber Company... 216,425 117,520 294,239 223,786 
59 American Home Products Co........ 478.497 450,930 399,420 313,872 | 201 Fisk Tire Co., ], eae 150,591 108,261 147.701 
Including: | 170 Florida Citrus Commission, The..... 176,244 205,726 170,369 109.330 
ee ee ra 1,609 1,585 1,686 1,251 269 Florists’ Telegraph Delivery Ass’n... 106,300 113,850 89,840 75,744 
Boyle, A. S., Co.........+++-+: 24,192 29,129 47,885 55,395 | 187 Florsheim Shoe Company............ 162,585 136,166 201,110 148,787 
Clapp, Harold H., Inc........... 311,040 253,295 144,150 76,675 9 Ford Motor Company............... 1,826,753 1,128,516 1,579,682 1,749.70) 
Three-in-One Oil Co............ 23,569 26,627 39,009 39,982 Including: 
Wyeth Chemical Co. ........... 24,449 37,934 49,861 41,701 Ford Motor Company........... 1,463,722 811,933 1,250,474 1,498, 16: 
Affiliated Products, Inc......... 93,638 102,360 116,829 98,868 Lincoln Motor Company........ 363,031 316,583 329,208 251,539 
232 American Stove Company........... 124,375 147,100 153,630 145,345 21 Frankfort Distilleries, Inc........... 1.027.204 1,199,406 1,047,840 562,44 
22 American Telephone & Telegraph Co. 1,023,293 1,098,106 1,212,151 965,230 190 French, R. T., Company, The 159,544 147,164 122,437 133,562 
10 American Tobacco Co. ............. 1,800,604 2,068,579 1,909,644 1,469,994 Including: 
226 American Viscose Corp., The........ 129,353 342,015 35,302 26,736 French, R. T. & Co............. 88,594 72.147 67.989 65.00 
164 Anheuser-Busch, | eee ° 184,082 242,054 159,507 130,102 Atlantis Sales Corp. ............ 70.950 75,017 54.448 68.559 
I41 Arden, Elizabeth ................+0. 212,050 117,594 155,097 155,208 | 176 General Cigar Company............. 172,244 66,845 ce 7 
98 Armour & Company ............... 301,461 379,904 = 634,279 = 643,414 13 General Electric Co 1,606,242 1,562,254 2,133,997 1,800 
53 Armstrong Cork Products Co........ 542,205 280,180 594,975 532,710 ? Including: 228 . ’ sighs ose —— , 
ssociatio rice ailroads... 919.7 2: 2 7 { - ' : 
a wees Gaeta - pi ymin nieces ‘sates Edison G-E Appliance Company. 162,720 283,243 262,410 208 4 
ai Bp eka > General Electric Company....... 1,398,767 1,240,166 1,786,782 1,535.26 
272 Ballantine, P., & Gons.............: 105,398 4,710 i err Sionteln Wamer tan atenens © 445 10 995 
271 Barbasol Co., The.................. 105,530 89,705 oe ee | Gennes} ee ; ox 7 Soe — waded 
71 Beech-Nut Packing Company....... 410.868 402.544 494,780 384,013 | ROE: ENGSEe Ramey Vorp Soars canis anaes cass 
251 Berger Bros. (Spencer Corset Co.)... 115,875 116,350 += 115,250 ~—=—110,000 i eneen Seeman Compeny.... Seis —— — 6€=— BAe 
48 Best Foods, Inc., The............... $75,240 ©=882,100 380,885 «= 116,150 | 9 ** “ene Ruods Corporation.......... a a Se | Sm 
‘ -low-Sz : ar ‘o. : 7 735 212,13 ; 
298 Black, Walter J. a... eae see 126925 "2475 4800 eee Baker’s Chocolate .............. 182,894 126,909 137,785 51,925 
68 Bon Ami Company........... 430710 466 620 463.495 463.730 | Baker's Coconut ar eee eee an 22,696 Feeee 86,756 vee 
162 Book-of-the-Month Club, Inc. 190,917 66,384 123,971 48,435 meee Eye Freed Foods....... sare ned 1608 5,89 
121 Borden Company, The... . Lessee 2521036 17,296 83,972 320,441 - gigas deaaieaabe ane pb aaa ge 
Including: , a ye oi a - a sia ae atiaso ht Teo a 151,335 neyo ey 11 
Borden Co. ........ ye 240.770 6.423 71.958 310.191 | iamon rystal Salt... ....... 3,036 Panes 31,350 0 ) 
Borden Farm Products Co., Inc.. "11.266 9,681 10,112 10,250 ioc: agg Ea resaeis ae ‘sid ane 
Borden’s Cheese & Prod. Co., Inc. 92 1,906 = tes sil a tese es elt pete Peds , po 
iii. ............... wi wasp ems sa! Grape-Nuts Flakes ............. 18,295 15,930 18,030 18,9 
120 Bourjois Sales Corp. ... niet 959 443 193.57 218.132 136.433 Huskies Wheat Flakes. . ; i 4,735 ; , 

5 Bristol-Myers Company oe ree 2.040.059 1.983.423 2.708.448 2 390,587 pO ee 36,000 152,712 216,980 231,60 
74 Brown & Williamson Tobacco Corp 400.451 473.296 491,405 683.557 Jell-O Ice Cream Powder... : 1,419 1,419 1,419 67,20 
130 Brown Shoe Co., Inc....... heehee 935.272 76.630 93.826 120.300 SOM) PURGE occccccsvssians 94,048 i eee 
108 California Fruit Growers Exchange. . 277.216 430.179 234.424 345.710 | Jell-O Radio Program..........  «.+... or 3,000 
61 California Packing Corp...... ee. 477.328 794.130 753.109 554.489 vee ey, eee 126,500 69,000 ; 

215 California Walnut Growers’ Ass'n 138,500 210,025 129,050 188,790 Maxwell House Coffee. .. = 11,285 21,465 249,165 303,4 

11 Campbell Soup Company. 1.659.187 1.953.846 1.813.543 1.539.209 Minute Tapioca Seeae $5668 0e0% 199,716 107,692 13,725 184,77 
112 Canada Dry Ginger Ale, Inc......... 272.518 357.620 382 880 231.160 Post’s Bran Flakes. . ee 222,150 7,729 27,273 53 
184 Canadian Pacific R. R. & S.S.Co... 164,950 214,951 227,791 228,350 Post-O Cereal ....... tena sees 2,062 930 
274 Canned Salmon Industry....... : 103,649 174.810 205,125 164.750 | a rere rrr 32,190 37,398 74,026 73,204 
67 Cannon Mills, Inc. ................. 432.450 413,040 393,613 365,681 | Postum ....... periestesseccees  Giyame 22,311 96,991 ©0,52 
202 Celotex Corp., The................. 149.919 20.248 120.979 107,514 | PRM Ava ceisdbaneesrianeees 500 984 
79 Champion Spark Plug Co........... 386.815 389.856 261.848 233.995 | ce Me ere ee eee 283,700 321,451 160,200 186,20) 
237 Chesebrough Mfg. Ee ; 120.850 142.975 137,170 191.710 | eee ee fee eeeees 71,375 39,633 23,446 32,92 
144 Chicago Flexible Shaft Co...... 208.705 267.764 97.821 87.639 Sure-Jell & Post Toasties....... ; ; Co 

2 Chrysler Corp. ...... Te err re 3.138.495 2.614.849 3.396.927 3.356.416 | Swansdown Cake Flour... Ther ae 143,640 253,85 

Including: 36 General Mills, Inc............ ae 721,625 836,692 734,021 764.06 

Chrysler Motor Corp. ... : 717.460 478.691 961.979 652.264 1 General Motors Corporation... . 6,010,681 4,121,647 6,993,325 7,289,547 

De Soto Motor Corp. ... 355.317 445.604 582.963 932.029 | Including: 

Dodge Brothers Corp. ........ 577.983 437.298 704.856 1.128.767 AC Spark Plug Company... 271,564 281,850 226,032 225,991 

Plymouth Motor Corp. Bee 1.486.874 1.178.824 1.034.374 1.275.526 Buick Motor Division...... 703,649 658,690 787,971 740,93 

Airtemp Corp. Catia heies 861 74.432 112.755 67.830 Cadillac Motor Car Division ; 379,592 438,845 464,299 190.94 
214 Clorox Chemical Co re 139,850 114,734 123,975 86,107 Chevrolet Motor Division... 1,059,274 655,778 1,058,845 1,381,677 
43 Cluett, Peabody & Co., Ine 608,250 519,602 428.400 363.510 Delco-Frigidaire Cond. Division ; 46,470 150,437 27,4 
25 Coca-Cola Company ; 982,870 949,105 867.325 761.065 Delco Products Corporation... 3,500 20,900 2 

6 Colgate-Palmolive-Peet Co 2 013.543 1.199.314 2.009.690 1.393.380 Delco-Remy Corporation ... 180,030 122,066 190,650 206,77 
75 Congoleum-Nairn, Inc. . 390,950 354,845 600,615 536,603 Diesel Engine Division + 78,000 4,985 
235 Continental Oil Company 121,637 122.975 121.700 86,294 Ethyl Gasoline Corporation 364,350 354,436 462,126 341,64 
154 Corning Glass Works... 199,478 179,485 210,068 113,011 Fisher Body Corporation 442.366 209.776 713,912 i3 
57 Corn Products Refining Co 493,762 569.014 641,468 498,182 Frigidaire Division 566,917 379,195 684,792 0) 

95 Coty, Incorporated 302.089 284.904 295.091 299 905 General Motors Acceptance Corp 245.306 3.015 13 
Including: General Motors Truck Company 106,680 79,310 184,737 
Coty, Inc 302,089 278,534 280,301 276,554 Guide Lamp Car 20,000 8,000 
Earle, Marie, Inc 5.670 14,790 16,351 Hyatt Bearing Company 21,300 21,030 $5,900 
213° Crane Co 139.930 119.580 96,150 102.032 Inland Mfg. Company 29,370 53,045 
117 Cream of Wheat Corp., The 266.632 346.445 407.105 359.370 New Departure Mfg. Company 54,141 26,724 75,164 
70 Cudahy Packing Co., The ; 416,437 490,535 569,362 580,227 Oldsmobile Division 601,389 420,014 658,315 
275 Cunard-White Star, Ltd 102,511 102,424 164,641 146,987 Packard Electric Division 8,985 3,048 5.730 
158 Curtiss Candy Company... 195.371 159.685 50.227 6.442 Pontiac Motor Division ' 531,028 365,851 439,437 f 
188 Curtis Publishing Co 161.908 199,098 19.408 2 400 Institutional-General Motors 294.420 2.079 723.672 f 
125 Davis, R. B., Company 241,476 126,405 100,684 251.783 Sunlight Electrical Company 12.000 
163 De Beers Consolidated Mines Ltd. & United Motor Service, Inc 52,000 10,000 31,276 
Associated Companies 188.930 Winton Engine Corp 1,070 
148 Dick, A. B., Company 202,983 183,475 240,655 183,495 General Motors Corp 
28 Distillers Corp.—Seagram’s Ltd 950,994 1,105,557 801,268 344,160 (Auto Show) 320 
Including: 221 General Time Instrument Corp 
Calvert-Maryland Distilling Co 464,120 392,250 300,400 25.910 Westlox 134,302 113,150 129,650 
Kessler, Julius, Distilling Co., Inc 1.776 89 General Tire & Rubber Company 326,339 321.370 365.665 
Seagram's, Joseph E., & Sons 486,874 713,307 500.868 316.474 199 Gerber Products Co 151,716 86.649 109,677 
105 Drackett Products Co., The 279,840 193,701 230,950 289,400 86 Gillette Safety Razor Co 339,929 352,830 386,530 
37 du Pont, E. I., de Nemours & Co 707,983 624,155 698,332 573,632 118 Glenmore Distilleries Co., Inc 263,320 240,325 166,992 
Including: 42 Goodrich, B. F., Co., The 636,098 579.125 1,034,081 
du Pont Cellophane Company... 185,335 195,320 199,150 205,500 Including: 
du Pont de Nemours & Co 380,7 175,378 286,964 186,070 Goodrich, B. F., Company 532,949 510,263 934,119 
du Pont Rayon Company , 54,225 156,684 122.145 113.056 Goodrich, B. F., Footwear Corp 42,459 19,177 53,211 
du Pont Viscoloid Company 15.860 Hood Rubber Company 60,690 49.685 46,751 
Remington Arms Company. . 65.427 70,765 68.422 14.695 18 Goodyeor Tire & Rubber Co., Inc... The 1,143,071 881.559 1.037.379 
Peters Cartridge Company 22,212 26.008 21.641 8.521 (Continued on Page 34) 
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January 22, 1940 ADVERTISING AGE 


~NEW FIELD 
tor ADVERTISERS 


LIVING ROMANCES .. . 275,000 circula- 


tion guaranteed ... augments the Guide 
Group to give the national reading public 
new entertainment. The most up-to-date 
magazine of its kind . . . unique in its dra- 
matization of true-life experiences of news 
personalities. Expertly edited, lavishly 
illustrated in color and black and white; 
680-line pages. 


NOW ON THE NEWSSTANDS 


With the addition of LIVING ROMANCES 
the Guide Group offers a completely bal- 


anced advertising advantage that merits 
favorable consideration for every schedule. 


The complete Guide Group: 


SCREEN GUIDE 
RADIO GUIDE 
CLICK 

LIVING ROMANCES 


1,500,000 TOTAL CIRCULATION GUARANTEED 


Rate cards and all further information may be obtained upon application to 


M. L. A. PUBLICATIONS j 


Offices of Advertising Representatives, 551 Fifth Ave., N. Y. C. 
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Chicago San Francisco Los Angeles 
731 Plymouth Court Mills Building Western Pacific Building 
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ADVERTISING AGE 


January 22, 1949 


Leading Magazine Advertisers in 1939 


Rank 
179 Grace Line, Inc. ... P 
83 Great Atlantic & Pacific Te: a ¢C o., The 
Including: 
Gt. Atlantic & Pac. Tea Co., Inc 
Quaker Maid Corporation, The 
101 Greyhound Management Co 
yh oe 6g Re ee 
229 Hamilton Watch Company... 
185 Hammermill Paper Co. ...... , 
150 Hancock, John, Mutual Life Insur. Co. 
161 Hat Corporation of America, The 
56 Hawaiian Pineapple Co. 
ae sens, B. d., Co..... 
233 Heublein, G. F., & Bros 
140 Hoover Co., The....... 
218 MHorlick’s Malted Milk C orp.. 
we meeeeees, Gee, A, @ Co... ....6008s 
147 Hudnut Sales Co., Inc...... 
62 Hudson Motor Car Company. 
123 Hygienic Products Co., The... 
250 Imperial Paper & Color Corp........ 
253 Insurance Company of North America 
35 International Cellucotton Products Co. 
Including: 
Internat’l Cellucotton Prod. Co. 
PE SAE: wicics cae eecaeees 
198 International Correspondence Schools 
Including: 
International Correspondence 
School ve 
Woman’s Institute ‘of ‘Domestic 
Arts & Science, Inc........... 
47 International Harvester Company 
246 International Shoe Co...... 
103 International Silver Co. 
264 Interwoven Stocking Co. 
273 Investors Syndicate ....... 
196 Ironized Yeast Company, Inc. 
23 Jergens, Andrews, Co., The... 
Including: 
Jergens, Andrew Co., The 
Woodbury, John H., Inc. 
212 Johns-Manville Corporation 
52 Johnson & Johnson....... 
227 Johnson, S. C., & Son, Inc 
231 Kalamazoo Stove Company. 
262 Kaufman Bros. & Bondy, Inc 
8 Kellogg Company ..... 
153. Kendall Company, The 
Including: 
Bauer & Black 
Kendall Mills .. 
2 Knox Gelatine Co., Inc 
207 Kroehler Mfg. Co...... 
91 Lady Esther Company 
12 Lambert Company, The... 
Including: 
Lambert Pharmacal Co. 
Pro-phy-lac-tic Brush Co 
17 Lamont, Corliss & Co. 
Including: 
Ponds Extract Co......... 
Cailler, Peter, Kohler Swiss 
Chocolate Co., Inc. ...... 
173 La Salle Extension University 
45 Lehn & Fink Products Corp 
15 Lever Brothers Co. 
77 Libby, McNeill & Libby .. 
94 Libbey-Owens-Ford Glass Co 
186 Life Savers Corp........... 
7 Liggett & Myers Tobacco Co 
263 Loose-Wiles Biscuit Company 
65 Lorillard, P., Co........ 
192 Luft, Geo. W., Co., Inc ; 
242 Magazine Repeating Razor Co 
156 Matson Navigation Company 
171 Maybelline Co. ............ 
104 McGraw Electric Company 
178 McKesson & Robbins, Inc...... 
66 Metro-Goldwyn-Mayer Pictures Cor] p. 
20 Metropolitan Life Insurance Co 
151 Miles Laboratories, Inc. ...... 
126 Minnesota Valley Canning Co 
252 Monsanto Chemical Co 
109 Morris, Philip & Co., Ltd., Inc 
241 Morton Salt Company 
259 Munsingwear, Inc. ...... 
27 Nash-Kelvinator Corpor: tion 
Including: 
Nash Division ... 
Kelvinator Division 
Leonard Division 
49 National Biscuit Company...... 
128 National Board of Fire Underwriters 
50 National Dairy Products Corp., Inc 
Including: 
Kraft Cheese Corporation 
National Dairy Products 
Deerfoot Farm . 
Golden State Company, ‘Ltd 
26 National Distillers Products Corp 
Including: 
National Distillers Products, Inc 
Penn-Maryland Corporatio 
Shaw, Alex D., & Co 
191 National Ice Advertising, Inc 
195 National Lead Company 
248 Nehi, Incorporated 
222 New York Central System 
27 New York Life Insurance Company 
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1939 
171,575 
370,761 


260,241 
110,520 
288,437 
174,441 
126,910 
164,635 
200,400 
192,045 
506,427 


006,727 


123,098 
212,750 
136,538 
401,834 
203,515 
475,533 
248,983 
116,408 
110,485 
764,161 


234,258 
529,903 
151,900 


151,900 


580,992 
117,836 
286,227 
108,351 
104,090 
154,395 


,018,052 


230,947 
787,105 
140,200 
551,473 
129,113 
126,117 
109,107 
863,196 
199,578 


160,017 

39,561 
372,600 
145,975 
312,816 


615,627 


915,983 


99,644 


,.237,660 


075,932 


161,728 
175,010 
595,983 


312,732 


389,306 
304,652 
163,825 


894,390 


108,600 
451,857 
158,828 
118,814 
198,375 
175,951 
283,515 
171,663 
445,245 


,048,809 


200,235 
240,365 
114,725 
274,699 
118,883 
111,650 
966,320 


783,420 
182,900 


568,431 
237,640 
556,294 
546,482 

9,812 
971,455 


971,455 


158,955 
154,550 
116,865 
133,741 
105,676 


1 


266,270 
193,911 
117,560 
150,050 
177,680 

60,083 
490,681 


151,015 


129,598 
213,240 
154,664 
168,017 
180,099 
240,451 
122,545 
112,583 
709,714 


267,315 
442,399 
113,811 


105,216 


8,595 
614,825 
142,422 
298,715 
100,240 
136,295 

70,252 
874,608 


198,245 
676,363 
123,733 
329,394 

71,237 
111,212 
109,250 
746,270 
229,165 


183,565 
45,600 
200,797 
54,414 
240,482 


1,725,955 


1,583,975 


] 


] 


1 


141,980 


104,950 


047,891 


57,059 
174,360 
588,732 


,441,692 


576,465 
127,042 
58,058 


2,508,930 


— 


_ 


— 


98,600 
805,269 
138,901 

93,015 
197,450 
147,427 
239,679 
122,682 
153,899 


052,258 


232,473 
235,210 

31,478 
280,985 
120,178 

50,877 
347,928 


228,918 
98,710 
20,300 

525,917 

183,660 

413,046 


398,106 
14,340 


043,634 


043,634 


105,525 
196,160 
111,900 
103,332 
194,022 


1937 
273,179 


265,172 
256,373 
141,715 
177,485 
138,125 
108,991 
182,238 
1,540,848 


1 ,004, 497 


469,284 
535,213 
149,237 


124,918 


24,319 
507,133 
123,232 
325,713 

88,057 
118,155 
190,097 
776,354 


197,080 
579,274 
208,049 
659,123 
117,900 
129,625 
116,749 
413,745 
232,773 


184,161 
48,612 
131,361 
151,400 
397,484 
2,130,016 


1,918,731 
211,285 
1,070,952 


1,070,952 


154,758 
780,751 
1,554,540 
409,458 
233,090 
32,300 
2,230,120 
100,935 
568,274 
219,070 
46,583 
185,267 
211,487 
253,818 
314,510 
238,433 
1,048,036 


242,732 


169,726 
115,183 
75,554 
1,004,327 


548,735 
398,272 
57,320 
618,239 
50,685 
835,527 


661,525 
174,002 


a eee 


84,001 
186,279 


1936 
144,151 
34,630 


600,188 


44,926 
555,262 
149,069 


119,688 


29,381 
438,018 
88,715 
255,938 
60,595 
109,275 
158,540 
818,643 


152,025 
666,618 
195,668 
653,612 

42,555 
124,322 

69,720 
371,358 
152,780 


114,953 
37,827 
168,150 
69,150 
384,332 
1,786,695 


1,589,390 
197,305 
1,155,867 


1,155,867 


130,710 
632,222 
1,499,705 
492,047 
212, 143 


183,216 
113,208 
49,946 
1,088,945 


534,417 
457,928 

96,600 
964,460 


1,144 
677.719 


542,690 
466 
134,563 
56,475 
284,310 
20,000 
91,985 
240,215 


Rank 
203 
165 


265 
30 


(Continued from Page 32) 


Norwich Pharmacal Co. 
Olson Rug Company........ 
ae ee ee 
Peemera Motor Car Cois.sccccccccs 
Pan American Coffee Bureau. 
Paramount Pictures, Inc... 
Park & Tilford.... ee 
Parke, Davis & Co........... 
Parker Pen Company, The. Pass 
Penick & Ford, Ltd., Inc........... 
Pennsylvania Grade Crude Oil Ass’n. 
Pennsylvania Railroad, The ........ 
Pe CRON Fis aga inn ck cuneew ns 
Pepsodent Company, The........... 
.. . £. Aer rey rere 
io A es 
Personal Products Corp. ............ 
Philco Radio and Television Corp... . 
Pillsbury Flour Mills Co............ 
Pineapple Producers Co-Op Ass’n., 
eee eee 
Pittsburgh Plate Glass Co........... 
Polk Miller Products Corp.......... 
Premier-Pabst Sales Co............. 
Procter & Gamble Co.......ccsecsss 
Prudential Insurance Co. of America. 
PUR COMBO onc cc ceca serssas 
ee ee 
Quaker State Oil Refining Corp...... 
Radio Corporation of America....... 
Including: 
Radio Corporation of America... 
National Broadcasting Co., Inc.. 
Ralston Purina Company............ 
Real Silk Hosiery Mills, Inc 
Remington Rand, Inc. 
Including: 
Remington Rand, Inc. 
General Shaver Corp. 
Revlon Nail Enamel Corp........... 
Reynolds, R. J. Tobacco Co 
Royal Typewriter Co., Inc 
me Go, B. Comme, THO... ccs ccessces 
Safeway Stores, Inc................ 
Schenley Products Company 
Schick Dry Shaver, Inc 
0 ee 
Schlitz, Joseph, Brewing Co 
Scholl Mfg. Co., Inc., The 
Scott Paper Company... 
Semler, Inc. ..... 
See 
Shaeffer, W. A., Pen Co 
Shell Oil Company. . 
Shulton, Inc. ...... 
Simmons Company 
Simoniz Company, The. 
Sinclair Refining Co....... 
Singer Sewing Machine Co.......... 
Smith, Alexander, & Sons Carpet Co. 
Smith, L. C., & Corona Typewriters, 
Dr -cigadi td ddha de saee ie eeaeea 
Socony-Vacuum Oil Co., Ine 
Somerset Importers, Ltd 
Southern Pacific Company 
Squibb, E. R., & Sons 
Including: 
Squibb, E. R., & Sons 
Lentheric, Incorporated 
Standard Brands, Inc.......... 
Including: 
American Institute of Baking... 
Chase & Sanborn Coffee........ 
Fleischmann’s Dry Gin 
Fleischmann’s Yeast . 
Magic Baking Powder 
Royal Baking Powder. 
Royal Gelatine Dessert 
Royal Puddings ... 
Tender Leaf Tea 
Stein, A. Company.. 
Sterling Products, 
Including: 
Bayer eo. % Inc. 
Caldwell, . SS Co. 
Centaur So. - 
General Drug Co. 
Phillips, Chas. H.., 
Vita-Ray Corp. 
Watkins, R. L., Company 
Stetson, John B., Co. 
Stewart Warner Corp 
Including: 
Stewart Warner Corp 
Alemite Corp. . 
Stokely Brothers & Company 
Studebaker Corp., The 
Swift & Company 
Talon, Inc 
Tampax Incorporated 
Taylor, W. A., & Co 
Tea Bureau of U.S 
Texas Company, The. 
Selbeiied: 

Indiana Refining Company 
Texas Company, The..... 
Tide Water Associated Oil Co... 
Travelers’ Insurance Company, The 
Twentieth Century Fox Film Corp. 


eee eeeee 


ee ee 


Incorpor ated 


Chemical Co 


1939 
149,544 


384,498 


302,037 


2,460,197 


228,993 
389,890 


277,862 
241,261 
95,417 


488,890 
217,036 


113,281 


2,075,025 


— 


— 


136,755 
304,826 
344,387 
847,912 
143,364 
286,476 
514,250 
147,627 
672,465 
173,980 
195,600 
245,620 
656,905 
148,286 
471,971 
181,023 
198,440 
171,719 
232,314 


224,646 


248,794 


237,189 
155,320 
799,066 


686,687 
112,379 
050,376 


90,578 
184,000 
116,648 
644,719 
935,166 
463,942 
126,476 
161,602 
239,045 
960,400 


737,900 
133,405 
181,300 
294,150 


(Continued on Page 
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1938 
132,406 
188,774 
228,462 
531,135 
154,425 
369,454 
197,271 
135,238 
276,055 

96,476 
155,720 
110,642 
152,870 
289,532 
140,610 
104,800 
283,640 
165,138 
215,171 


301,510 
166,000 

98,659 
182,535 


920,311 


121,579 
337,401 
149,083 
242,377 
723,914 


674,845 

49,069 
451,562 
236,220 
280,775 


183,240 
97,535 
87,200 


2,788,055 


— 


211,904 
272,352 
764,613 
212,466 
305,171 
168,675 
148,547 
648,672 
204,900 
136,445 
208,700 
650,010 

53,527 
247,500 
193,812 
199,190 
154,600 

34,480 


174,622 
956,891 
178,367 
114,797 
685,142 


569,944 
115,199 
187,374 


131,500 
230,952 
625,952 


118,810 
686,253 


41,007 
41,392 
156,596 
556,826 
636,089 
393,857 
75,451 
93,223 
279,025 
964,994 


206,800 
758,194 
127,288 
193,584 
174.482 


1937 
241,037 
200,389 
293,905 
716,526 

945 
212,530 
280,335 
153,633 
393,564 
114,996 
121,820 

3,598 
205,127 
458,209 
117,450 
153,810 
220,746 
595,430 
276,713 


255,625 
375,187 
93,452 
242,457 
2,312,593 
119,793 
499,957 
479,157 
189,833 
553,067 


469,441 

83,626 
120,797 
217,586 
211,847 


144,177 
67,670 
30,300 

3,003,743 

228,308 

217,989 

824,400 

395,209 

311,329 

160,259 

151,353 

578,857 

225,230 

466,775 

257,600 

671,633 
11,300 

286,515 

239,004 

162,600 

183,445 


182,166 
209,503 
129,956 
121,582 
849,454 


a 


774,052 
75,402 
1,759,119 


670,600 
176,415 
568,494 


157,241 
1,070,783 


788,715 
604,474 
355,098 
61,115 
80,152 
53,910 
851,826 


199,000 
652,826 
153,625 
153,689 
100.611 


2 


to 


— 


1936 
211,313 
180,252 
221,268 
676,513 


97,500 
242,570 
751,984 
387,094 


297,816 
178,066 

95,206 
217,864 


440,167 


100,976 

16,175 
506,633 
223,516 
475,098 


443,552 
31,546 
102,014 
41,840 
83,113 


304,600 
203,900 
582,170 
259,010 
257,613 
162,220 
167,128 


179,604 
753,324 

38,924 
104,800 
764,562 


727,371 
37,191 


200.038 


659,150 
95,445 
595,878 
600 
288,481 
376,461 
30,523 
153.500 
81,928 


002,953 
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Leading Magazine Advertisers in 1939 


Rank 


257 Underwood Elliott Fisher Co........ 
Union Carbide & Carbon Corp....... 


69 
Including: 


Carbide & Carbon Chemical Corp. 
National Carbon Company 


Union Carbide & Carbon 
Union Pacific Railroad 


Ut WthOlh SACIMO MaltOoaad..,...... 
266 United Air Lines............ 
114 United Artists Corporation... 
180 United Brewers Industrial Fou 

54 United States Rubber Co..... 
938 United States Shoe Corp..... 
197 United States Steel Corporati 

Including: 
Cyclone Fence Company. 
United States Steel Corpor 

159 Universal Credit Co. ........ 
260 Van Camp Sea Food Co., Inc. 
145 Vick Chemical Company..... 

44 Walker, Hiram, Incorporated. 

Including: 
Walker, Hiram, Incorpora 
Gooderham & Worts, Ltd 

‘88 Wander Company, The...... 

149 


Warner Bros. Pictures, Inc... 


Nylon Promotion 
to Draw Support of 
15 Manufacturers 


(Continued from Page 1) 


Nylon hose, will be left to the in- 
dividual manufacturer, it was indi- 
cated. 

Although it was apparent at the 
conference that the question “What 
about Nylon?” was foremost in the 
minds of those attending, the du 
Pont executives declined to answer 
questions other than those con- 
tained in a printed statement issued 
to the hosiery men. 

A hint of the potential Nylon 
sales volume and its effect on the 
silk industry was contained in the 
remark of one speaker at the meet- 
ng, that in its initial period the new 

iaterial should not displace more 
than 6,000 bales of silk out of an 
innual 


700,000-800,000 A 


bales. warning 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


Delaware 3244 


1939 19358 


(Continued from Page 34) 


1937 1936 Rank 1939 
111,785 56,405 188,015 151,723 | 60 Warren Corporation, Northam 486,402 
424,320 284,136 286,769 334,523 | Including: 

Warren Corporation, Northam 457,363 
et ne NP 500 32,700 , g¢ )... Sarre 29,039 
aoe ee 424,031 283,100 285,240 300,852 137 Weco Products Company............ 218,515 
Corp.. 289 1.036 1,029 971 268 Wellington, Sears Co......... 106,824 
a ee 149,081 84.798 170,814 106,603 146 Wesson Oil & Snowdrift Sales Co 207,216 
Sisco 108,133 110,600 94,149 61,229 | 239 Western Cartridge Co. 120,102 

eaceey 270,264 138,478 + —=104,957 44,867 | cnemding: a ms 
ndation 169,991 143,199 ...... 9 ....e. | ees ee be ce ra 
sewed 520,311 340,031 518,450 491,869 | so, w stein inthe / "get alipmncaaal 148993 
teeeees 120,506 105,775 111,610 105,160 34 Westinghouse Electric & Mfg. Co 766,979 
Me... 152,554 125,228 657,274 414,547 | 290 White Motor Co., The........... 135,425 
| 133 Whitman, Stephen F. & Son, Inc..... 230,710 
seeeees 28,710 12,713 43,824 38,452 256 White Rock Mineral Springs Co..... 113,100 
ation.. 123,844 112,515 613,450 376,095 | 183 Willard Storage Battery Company 165,473 
seen 195,010 tetas seen teense 182. Wine Advisory Board, The... 165,583 
Pree 111,450 98,565 41,625 31,186 90 Wise, Wm. H. & Co., Inc 314,908 
ee 207,307 263,399 366,468 132,464 277 Wohl Shoe Company.............. 100,779 
eecore 600,852 899,276 589,425 419,491 | 142 Wrigley, Wm., Jr., Company. 211,269 
122 Yardley & Co., Ltd. 250,130 
a 600,852 816,151 421,125 292,316 100 Young, W. F., Inc..... 292,232 
Pr ae eee 83,125 168,300 127,175 172 Zonite Products Corpor: ition 175,796 
vrecre 327,603 379,004 383,496 400888 ——— 
ee 202,047 251,302 113,661 233,621 112 2372 2,438 


= as issued that the “stubbornness” 


of Japanese speculators in keeping ing possibilities of the Affectometer | 
in | here tonight before the Association | 


silk prices high may result 
American manufacturers turning to 
“substitutes.” 
industry, however, it was pointed 
the advent of rayon in 1911 also in- 
spired predictions of silk’s ruin, but 
that production of the latter in 1938 
was more than double 1911 figures 
despite the phenomenal advance of 
rayon in the ensuing years. 

Among the facts about the new 
yarn revealed by the company were 
that it will be used in the manufac- 
ture of men’s hose as well as wom- 
en’s; that while hosiery will 
marked “Nylon,” it will also con- 
tain the manufacturer’s trademark; 
and that the women’s hose will be 
available in all standard colors and 
shades, in weights ranging from 
light sheer to service weight. 

Warnings that the exaggerated 
publicity on the long wearing qual- 
ities of Nylon may result in some 
disillusionment when the hose fin- 


riots” which attended the experi- 
mental sale of the product in Wil- 
mington, it was pointed out, 
not so much a result of the curi- 


| they are not satisfied with the qual- 
ity of their present hose. 


‘Lie Detector’ May 
Gauge Consumer 
Reaction to Copy 


(Continued from Page 1) 


excitement causes hands and feet 
to perspire. The device picks up 
| the electrical impulses sent out by | 
| the nervous system, magnifies them 
/many times by means of vacuum 
tubes, and registers the degree of 
emotional reaction on a meter. 

Advertising application of the 
Affectometer consists of having a 
jury of representative consumers 
hold plates in their hands while 
they look at different pieces of copy 
or listen to different radio scripts 
The meter reveals the 
reaction of each individual to each 
separate appeal. 


: Most recent 12 months’ period 
Trve Story . $2,138,815 
Cosmopolitan 1,760,746 


Dr. Orestes H. Caldwell, editor of 


| Good Housekeeping 1,745,222 
ae McColl’s 1,301,356 
| “cy Redbook 1,136,786 
——* 
American , 1,091,893 satall cafes 
Ladies’ Home Journal . 924,476 : 
AS Woman's Home Companion 742,400 
Source: Publishers’ Stotements te ABC counter for 


the world. 


od, Note: Newsstand Circulation For February Issue of Premium-Priced True Story Rises 
ly For 4th Consecutive Month — 200,000 Over January — 400,000 Over October. 


To prophets of doom for the silk | device 


out by du Pont in its statement that | 


be | 


ally appears were also heard. The} 
importation from Japan of | « 


were | 


osity of women as an indication that | 


vices work on the principle that | 


emotional | 


Radio Today, discussed the advertis- 


| of Advertising Men. 
that successful 


He pointed out 
adaptation of the 
to advertising depends on 


|skilled use by experienced opera- 
tors. 

Dr. Caldwell mentioned the de- 
| vice in connection with numerous | 
other innovations in advertising | 


which have been made possible by 
the radio tube and newly developed 
electronic aids. 
Among these he 
transmission of advertising layouts, 
rapid acidless half-tone 
color matching of inks and papers, 
and linotype machines that set type 
from typewritten copy without need 


of an operator. 
| 


B-S-H Paces Radio 
Time Buyers for 
6th Straight Year 


New York, 18.—For the sixth 
successive Blackett-Sample- 
largest buyer of 

in 1939, it was 


Jan. 
year, 
| Hummert was the 
radio network time 
| disclosed here this week by 
compiled by the National 
casting Company, 
casting System 
casting System 

The Blackett 
its position 
| time buyer by purchases during the 
year which totaled $10,714,498. Its 
total in 1938 was $9,093,125. Second 
ranking radio agency in 1939 was 
Young & Rubicam, with purchases 
totaling $6,481,352. 

The ten leading agency time buy- 
| ers of 1939, and amounts spent, 
| were: 
Blackett-Sample- 
| Hummert : 
Young & Rubicam. 
J. Walter Thompson 

Company 


$10,714,498 
6,481,352 


6,342,268 


| Benton & Bowles 5,385,301 
|Ruthrauff & Ryan 4,991,348 
| Lord & Thomas 3,891,308 
|Compton Advertising 3,811,128 


|Pedlar & Ryan...... 

Ward Wheelock Com- 
pany 

Batten, Barton, 
& Osborn 


2,902,570 


to 


Durstine 


WHEN A PERSON BUYS AT 


NEWSSTANDS 


Only Interest In Its Contents Urges One To Buy A Magazine At 
A Newsstond. That's The Plus Value For Advertising Results. 
15¢ True Story gives you a lorger percent of newsstand 
circulation and smaller percent of subscription circula- 
tion than even leading 10¢ monthlies. 


For 21 years, True Story’s premium priced newsstand 
circulation trends have followed other premium product 


The current trend of both is up. 


The public pays more money over the retail newsstand 


True Story than for any other monthly in 


; | popularity 
cited facsimile | 


engraving, | 
| advertisers, 
| whole 


figures | 
Broad- | 
Columbia Broad- | 
and Mutual Broad- | 

| cut its budget and thus dropped into 
agency strengthened 
as the heaviest network | 


2,595,270 | Lever 
| Products, 
2,481,296 | 


General Motors and 
P&G Are Again Top 


Spenders i in 1939 


(Continued from Page 1) 

and 1936, 73.1 pe 
trend indicates growing 
of spot radio among 
smaller advertisers. 

There were several changes in the 
rankings of the top ten magazine 
although the group as a 
remained substantially the 
same. Chrysler Corporation moved 
up to second place from third, thus 
regaining the spot it held in 1937 

Procter & Gamble Company spent 
more in magazine advertising than 
it had in any of three previous years 
and moved up to third place 


80.7 
cent. 


per cent, 
The 


Because of this, R. J. Reynolds 
Tobacco Company was forced into 
fourth place, after being in the 
second spot in 1938. Bristol-Myers 
Company increased its magazine 
budget sufficiently to land it in fifth 
place instead of sixth as in 1938 


Colgate-Palmolive- 
moved substantially ahead to draw 
sixth place. It was 13th last year. 
Liggett & Myers Tobacco Company 


Peet Company 


seventh place after being fourth 

One of the biggest Jumps was 
made by Kellogg Company which 
took eighth place this year after be- 
ing ranked 33rd last year. Ford 
Motor Company also moved well 
ahead into ninth place. It was 17th 
last year. American Tobacco Com- 
pany dropped into tenth place after 
being fifth last year 

Companies which were numbered 
in the top ten in 1938 but not this 
year were Campbell Soup Com- 
pany, eleventh place this year, 
enth in 1938; and Lambert Pharm- 
acal Company, 12th place this 
ninth in 1938. 

Fewer changes were reported 
among leading radio advertisers. 
The first five remained unchanged 
They are Procter & Gamble Com- 
pany, General Foods Corporation, 
Brothers Company, 
Inc., and Standard Brands 
Colgate-Palmolive-Peet Company 


year, 


SeV- | 


Sterling | 


took sixth place in 1939 after being | 


ninth in 1938 Campbell 


Soup | 


| Company moved up to seventh place 


| from eighth. American Home Prod- 
ucts was in eighth place after be- 
ing seventh in 1938. American To- 
bacco Company took ninth place, 
while General Mills was tenth 
Also analyzed in this issue is a 
breakdown of leading radio and 


magazine advertisers’ expenditures 
by product classification. 

In the radio field, this reveals 
that increases in total expenditures 
have been chiefly accounted for by 
gains in advertising of cigars, cigar- 
ettes, drugs, toilet goods, foods and 
food beverages All classification 
except automotive showed gains 

Similar trends are revealed in the 
breakdown of magazine expendi- 


1938 1937 1936 
582,524 626,620 662,784 
549,291 626,620 662,784 

ane 
142,950 202,377 85,248 
115,885 136,000 108,902 
125,315 152,900 191,450 
125,849 122,315 118,966 
5,372 70,991 67,482 

80, 477 51,324 51,484 
183,478 15,247 37,213 
29,519 926,455 659,066 
27,455 70,496 41,328 
220,198 183,451 182,330 
130,751 136,345 106,720 
150,988 176,905 198,241 
78,405 24,415 12,974 
93,149 107,328 53,608 
577,484 229,168 162,093 
197,185 220,058 189,522 
279,364 391,830 321,695 
243,905 302,672 314,240 
100,128,776 112,699,997 101,592,595 


tures, although automobiles showed 
a gain here while a decline was re- 
ported in food beverage advertising. 


PRINTING 


“He Who Gains Time, Gains 
Everything” —or inversely, lost 
time is total loss. The road that 
detours here and detours there 
may finally bring you to your 
destination, but at what cost! 
Why be so lavish of Time when 
it is the one thing about which 
you should be most solicitous? 
Why have your printing contin- 
ually detoured—one place for 
engravings, another tor typeset- 
ting, and still somewhere else 
for presswork? When you give 
the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time— 
clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
of the highest order tor the 
making of fine plates. Let us 
demonstrate the value of 3-in-] 
service. Phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
American Seating 
Company has 
used FAITHORN 
3-in-1 complete 
Service. You too, 
can now enjoy its 
many advantages. 


Amchicanm stating 
company 


ae 


— 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all —just as you wish. 
but all are here, ready to serve you .. 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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ADVERTISING AGE 


January 22, 


1940 


FOUR-YEAR RECORD OF LEADING MAGAZINE | 


1939 
12,539,349 


1938 
8,867,846 


Classification 
Automobiles 


1937 
13,454,477 


1936 
13,761,489 


Automobile Accessories 10,101,772 8,937,875 10,861,700 8,761,379 
Clothing 8,331,465 7,794,052 8,528,309 6,613,485 | 


Elec. Household Equipment 4,402,291 
Banks, Investments, Insur. 4,621,892 


4,069,858 
4,528,166 


5,402,234 
4,482,994 


4,564,431 
4,238,762 


eee 17,542,008 16,043,875 16,277,567 16,662,978) 
Food Beverages 4,310,180 4,430,221 4,299,114 4,505,164 | 
Wines & Liquors 6,619,778 6,948,746 6,165,519 4,067,400 | 


House Furnishings 
Soaps, Cleaners 
Smoking Materials 
“Renee GSOGGS 2 ccs aci 
Medical & Drugs.... 
Travel & Transport. 


Big Names Dot 
Program for Coast 
Sales Conference 


5,588,772 
4,672,179 
7,663,077 
18,767,614 
6,767,514 
5,514,159 


4,541,938 
4,357,964 
9,864,634 
17,723,858 
6,278,561 
5,652,185 


6,169,951 
4,757,925 
8,643,657 
21,929,586 
9,032,725 
6,309,419 


4,660,870 | 
5,262,878 | 


18,131,938 
8,196,796 
4,877,958 


| Sales Executives reveals that the 
entire country will be represented 
|at the Palace Hotel here Feb. 9-10. 
|From New York will come Arthur 
|W. Ramsdell, vice-president and 
director of sales, Borden Company, 


San Francisco, Jan. 18.—Com-| = aang oA a" waee 
pletion of the program for the |" Ss Management. 
first Pacific Coast Conference of Wollner on Program 


The South and Southwest will 
have a spokesman in Car] Wollner, 
president of Panther Oil & Grease 
Mfg. Company, Fort Worth, Texas, 
who will give an_ inspirational 
address, “Let’s Go Out and Sell.” 
Some of the sales generals of the 
| Pacific Coast also will take time out 
|to tell the conference of some of 
| the principles which have proved 
successful in practical operation. 
Among these are Mitchell Heine- 
mann, vice-president and general 
sales manager, Jantzen Knitting 
| Mills, Portland, who will talk on 
| “Coordination of Sales and Adver- 
tising,” and G. V. Orr, vice-presi- 
|dent and general manager, Chrysler 
| Motors of California, Los Angeles, 
| ‘Problems of Man Management.” 


Send for latest 48 page Cat- 
alog .. . Almost 1000 new 
Le STOCK PHOTOS a 


Wide range of subjects. Deposit 
of $5 credited against first pur- 


chase. 10 DAY FREE TRIAL! 


BLACK BOX STUDIOS 


L136 East 57th St.,New York. N.Y. 


[Photos That Breathe” 


Beday is Chairman 

Clarence Francis, president of 
General Foods Corporation, New 
| York, will speak at the Saturday 
| night banquet, at which his fellow 
townsman, Mr. Ramsdell, will actas 
toastmaster. 
chant Calculating Machine 
pany, San Francisco, is 
chairman of the conference. 


Com- 
general 


Facts from a recent survey by the 
Southern Bell Telephone and Tele- 
graph Company: 


® Miami* is predominantly 
a city of homes. 

® Miami's* population has 
nearly doubled since the 
last survey 10 years ago. 

© Excluding hotel guests. 
last year's winter popula- 


tion was 279,275. Last 
summer, 222,603. 
Viami's First 


paper. The Mi- 
Herald, i: 
keeping pace 
with the growth 
of the city. Reach 


your 


ami 


customers 
through this one 


m edium., 


aw 


erald a= 


Spee Poised For Sea Dash; 
Diplomat- Fight For Delay 
Hitler (rde 


=) Che Miami H 


ye A tee 


The Miami Ucral 


WOST COMPLETE NEWSPAPER 


FLORIDA'S 


CLASSIFICATIONS | 


7,068,554 | 


Hugo A. Beday, Mar- | 


Index of Retail Activity in 


———aee 


20 
's 
10 
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% Gain % Gain 
2-Week 2-Week 2-Week or Loss” or Loss . Ne 
Period Period Period 1940 1940 Week Week ct dis} 
Iended Ended Ended over over iended Ended © pr 
City Jan. 15, 1938 Jan. 14,1939 Jan. 13, 1940 1938 1939 Jan. 14, 1939 Jan. 13,1940 Loss 11to 
1AkKron, OQ. es eee ian 422,081 $11,441 291,368 —31.0 —6.5 160,762 148,484 7.6 R 
Albany, N. Y. 277,565 252,937 251,951 — se —0.5 136,683 135,549 =~f).8 Tre 
Altoona, Pa. 181,993 181,741 188,139 +-3.4 + 3.5 111,958 112,392 +04 sat 
“Atlanta, Ga. 16,404 44,152 446,215 3.6 18.0 285,950 226,450 —20.8 Mi 
jaltimore, Md 754,830 702,714 716,064 5.1 +1.9 359,945 381,468 +6.0 \ 
os amome * ; nae S16 89k” 1G ox 
Birmingham, Ala. 406,812 190,124 445,410 9.5 14.2 201,376 215,376 +7.0 : 
“Boston, Mass. $33,455 772,022 741,557 11.0 -4.0 398,551 376,843 —fh, 
Bridgeport, Conn 342,020 335,496 328,160 4.1 2.2 189,924 184,548 —2.8 
Buffalo, N. Y. 599,620 $70,008 $55,560 24.0 3.1 251,146 246,676 —1,§ 
Camden, N. J. 114,247 131,867 222,187 94.5 68 61,980 79,320 ~ 28.0 Lay 
- — ~ “"— “we. " — — ¢ X} 
Cedar Rapids, la 152,768 157,290 153,328 + 0.4 2.5 78,862 77,364 wt 
Charleston, W. Va 342,196 136,805 286,706 16.2 14.9 183,890 144,431 Box 
“Smrenme, Tih. «sos. 1,089,766 169,562 916,469 15.9 104,106 $72,656 2 — 
Cincinnati, O. 171,980 144,092 539,641 5.7 Os 252,723 256,329 4 tis 
Cleveland, O. ...... 775,024 602,813 643,325 17.0 6.7 296,045 302,455 2.2 zine 
| Columbus, O. .... ~ 443,920 146,864 ~ 433,896 —2.3 2.9 243,584 217,085 —10.9 — 
Dallas, Tex. 731,812 738,474 655,973 —10.4 11.2 377,243 332,108 —12.¢ ot « 
Davenport, Ia. 306,474 287,168 342,020 +11.6 +19%.1 151,200 142,002 —.1 pab 
Dayton, O. ..... 486,024 454,744 466,662 4.0 2.8 219,450 218,414 aan gra 
Denver, Colo. 310,753 369,417 344,001 10.7 6.9 134,730 141,016 + 4.7 tial 
: _ - . ene ~— — a) Yl en es prok 
cee Meee, Be. scveses 226,540 woot 229,207 1.2 + 2.5 109,472 112,74; 3. Rox 
Detroit, Mich 694,493 650,784 673,895 .0 + 3.6 348,005 365,850 +5,] ae 
El Paso, Tex. 359,492 319,242 326,900 9.1 +2.4 167,664 171,500 +2 = 
| 3 , See 296,674 269,430 277,508 6.5 + 3.0 146,930 151,256 + 2.$ 
| Fall River, Mass. 102,835 101,158 111,082 8.0 +- 9.8 54,652 62,670 14.7 § Le 
WOO, MG oweaivaves 273,728 304,430 ~~ ~— 300,104 ~+9.6 —1.4 £186,528 £135,464 ey 
Fort Wayne, Ind 374,136 370,755 376,824 0.7 1.6 180,880 186.872 3.3 Cl 
oo, A re 205,161 184,087 213,881 4.3 +-16.2 98,666 126,159 if 
Grand Rapids, Mich 302,848 321,818 310,464 + 2.5 3.5 159,852 157,248 1.6 E 
Greenviile, S. C. a 191,002 187,877 223.329 16.9 18.9 92,080 109,668 -19.) ¢ 
Houston, Tex. .. 533,190 3,130 609,770 +14.4 12.3 ~ 264,460 ~ 306,474 +15, 
Indianapolis, Ind. 648,310 62,198 611,590 5.7 L §.8 264,950 262,962 0.8 
| Jacksonville, Fla. 267,932 85,838 283,388 +58 0.9 141,708 2.9 retu 
| Jersey City, N. J. 71,066 55,641 55,174 22.5 0.8 27,317 7.4 nbs 
Kansas City, Kan 108,017 108,136 114,842 6.3 6.2 40,852 11.8 | su 
Knoxville, Tenn. ..... 301,042 317,784 356,972 18.6 12.3 162,204 + 8.9 proc 
Little Rock, Ark 284,214 275,296 271,152 4.65 1.5 137,578 6) mal 
Los Angeles, Cal 903,749 917,276 884,077 2.2 3.6 480,422 “8 the | 
Louisville, Ky. 119,074 472,313 438,228 15.6 7.2 227,912 0.7 was 
Lynn, Mass 289,842 277,872 253,498 12.5 8.8 161,056 139,090 13.6 es 
— — - = Owe 
Manchester, N. H. 138,560 126,344 117,542 ——15.2 7.0 67,270 64,416 4 : 
Memphis, Tenn. 401,660 367,570 788,872 96.4 114.6 183,610 191,352 + 4,2 anot 
‘Milwaukee, Wis 585,747 60,911 176,190 18.7 15.1 262,082 283,468 +. 8,2 Re 
Minneapolis, Minn. : 509,088 04,046 $69,108 7.9 6.9 229 601 202,171 - 12.0 mor 
Nassau County, L.1L, N.Y. 72,533 68,487 62,876 13.3 8.2 36,184 32,304 10 repo 
New Bedford, Mass. ... 123,564 110,096 ———«*2110,306 10.7 0.2 ~~ 49,042 — 60,186 +22. ilso 
New Haven, Conn. 328,706 325,318 358.428 9.0 10.2 160,398 193,214 90 i 
| New Orleans, La. 683,290 689,084 816,931 19.6 18.6 350,217 367,979 + §,] coun 
New York, N. Y. 2,337,444 2,095,670 1,940,004 12.7 7.4 1,140,938 1,080,136 5 man 
Brooklyn, N. Y. 174,035 158,600 143,258 17.7 9.7 84,585 76,180 -9,9 
Norfolk, Va. ; a 303,660 "$35,958 924.772  +%.0 33 75,798 “T71,822 2 
|} Oakland, Cal, rr 267,567 258,027 295,702 + 10.5 + 14.6 138,584 154,004 11] 
}*OkKlahoma City, Okla.. 403,004 374,262 249,676 38.1 33.3 195,762 125,972 ) MI 
ee eee 202,773 192,511 192,458 D1 94,847 97,041 2. 
Peoria, Ill. 382,221 388,869 387,377 +1.3 0.4 181,010 168,123 7. M 
Philadelphia, Pa. ..... 1,035,614 «991,732 1,065,759 +2.9 +7. ~ 497,226 — 535,301 vi \ 
Phoenix, Ariz. . 289,632 250,096 285,334 | + 14.1 120,890 140,294 16 A 
Pittsburgh, Pa. 781,844 665,392 675,962 13.6 +1.6 339,388 337,218 0. T 
Portland, Ore, 413,826 417,508 316,456 23.5 24.0 214,774 141,190 —34 
Reading, Pa. 309,428 320,684 318,894 3.1 0.6 166,446 149,158 10.4 140 
Richmond, Va. 426,398 412,608 399,686 6.3 3.2 211,204 217,392 + 2.9 
Rochester, N. Y. 540,790 514,919 537.783 0.6 23.9 263,667 271,954 3 = 
tockford, Ill. ... 247,912 240,940 269,598 + 8.7 11.9 118,888 115,626 . ~ 
Rock Island-Moline 275,870 268,618 257,838 6 1.0 128,520 121,002 N 
Sacramento, Cal 277,452 289,184 276.780 0.3 1 133,140 129,220 . S 
San Antonio, Tex 229,484 251,153 _ 278,730 +2] ~11.0 ~ 117,378 130,113 10 S 
“San Diego, Cal 12,890 508.018 0.928 M1 é 0.4 255.836 204.258 20 S 
Seattle, Wash 07,062 372,834 $39,628 43.2 17.9 170,758 185,794 ; => 
7South Bend, Ind. 285,214 208,106 173,806 39 1¢ 101,684 78,08% wT = 
*Spokane, Wash. , 268,548 244,146 233.688 13.0 4 115,976 109.536 .t = 
St. Louis, Mo. . 602,085 580,055 64,570 6.2 2.7 "279,270 ~ 993,655 2. = 
*St. Paul, Minn 192,26 16,89 413,675 16.0 1.2 184,282 188,240 2.) BB 
l2Syracuse, N. Y 147,980 150,066 2°98 109 54.1 20 80.591 120,610 +9 Z 
Tacoma, Wash. 06.402 06.332 241.836 17.2 17.2 98,854 117,600 19 a 
Tampa, Fla 198,688 204,456 $9 ° 25.6 92.0 108,892 136,962 2 
Toronto, Ont., Can 619,134 546,678 126,951 15.0 3.7 285,825 ~ 276,593 
Troy, N. Y. . 110,466 132,202 126,910 14.9 4.0 57,694 61,222 ; 
Tulsa, Okla. 326,956 300,664 93,272 10.3 2.5 145,936 135,646 
Washington, D. C 1.163.802 1,114,664 1,056,031 9.3 > 69,848 85.075 
Youngstown, O. 261,264 241.766 263,462 0.8 1.0 123,627 134,70 r 
Total = 33,857,943 32,133,962 32, 268,8 1.4 7 16,243,818 16,001,237 
: 1 Akron Times-Press discontinued Aug. 28, 1938 
2 Linage of Daily American now combined with Re 
Buffalo Times discontinued Aug. 1, 1939 
t Chicago Herald & Examiner discontinued Aug. 28 
Milwaukee News discontinued Jan. 14, 1929 
* OKlahoma News discontinued Feb, 24, 1924 
7 News-Times discontinued Dec. 28, 1938 
S Spokane Press discontinued March 18, 1939 
St. Paul Daily News discontinued April 30, 1938 
( San Diego Sun suspended publication Nov. 2 14 XN ye pul ed la 
Atlanta Georgian and Sunday American ceased publicatior ay 17. 1928 
- le e of Syracuse Journa now combined with Herald, eliminated fron 1938 and 1939 ta 
Lewin in NAAN sosonte 
A. W. Lewin Company, New- commen 
ark, has affiliated with the National LONDON. Exp 
Advertising Agency Network 
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ADVERTISING AGE 


ss 


Cdveutisi 
Market 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 30 cents 
eash with order. 

All other classifications (single in 
$4.75 per inch. 


“Positions Wanted,” 


“Representatives Wanted,” 


and 
a line, minimum charge $1. 


Terms 
sertion rates): % in., $2.75; 1 to 3 in., 


— 

_ HELP WANTED | 
MECHANICAL PRODUCTION MANA- 
GER. One of leading mid-west adver- 
tising agencies is seeking a capable 
I iger of Mechanical Production. 
Must have thorough knowledge of all 


graphic arts. Experience must cover 
! izine, newspaper, rotogravure 
and all phases of printed advertising. 
Must be able to organize jobs, see 
them through from beginning to end. 
4n unusual opportunity for the right 

ul Decision will be made quickly. 


So sell yourself in first 
salary required, 
snapshot. 


Box 2016, ADVERTISING AGE, Chgo. 


letter, stating 
references. =nclose 


POST CARDS 
“FOTO-TONE” POST CARDS 
Newest, most economical method of 
displaying any product. Samples and 
prices on request. Graphic Arts, Ham- 

ilton, Ohio. 


REPRESENTATIVE AVAILABLE 
Trade magazine publisher or repre- 
sentative—Let me represent you in 
Minneapolis territory. Now handling 
sports magazine 
Box 2017, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 
ARTIST 

ART DIRECTOR—PLUS 
Layouts, some finishes, lettering. 
experience agency, studio, 
turing Available February 
Box 2014, ADVERTISING AGE, Chgo. 
For a good, small magazine—adver- 
tising manager of professional maga- 
zine, well acquainted New York field, 
experienced merchandising, sales pro- 
motion, Wants Eastern representation 
of good, small magazine. Proven ca- 
pable of directing thorough sales pro- 
gram. Let me submit full confiden- 
tial analysis of 


Wide 
manufac- 
first. 


your publication, my 
proposition. 
Box 2015, ADVERTISING AGE, N. Y. 


POSITIONS WANTED 
Agency production man or produc- 
tion with advertiser. 15 years total 
advertising experience, 11 years 
agency production. Have bought 
volume printing plus adv. production, 
Fully experienced all phases of me- 
chanical production with full appre- 
ciation of value of speed and costs in 
ratio to particular job. Age 30, single. 
tox 2018, ADVERTISING AGE, N. Y 


SPECIAL SERVICES 
EXTREMELY LOW Cost 
process reproduces direct from 
copy without necessity of expensive 
typesetting, cuts or engravings 
Ideal for all sorts of Illustrated DI- 
rect-Mail, Promotional Material, 
Dealer Helps, Sales Letters, Bulletins, 
Testimonials, etc., etc. 

ANY SIZE CAN BE FURNISHED. 
500 Copies (84%4x11") $2.63 
Additional 100 Copies only 22c 
Lower prices quoted on large orders 
Request typical samples and informa- 
tive Manual. 

Laurel Process, 480 Canal St., N. ¥. C. 


your 


PUBLIC NOTICE 
THAT PHOTO 


STICK-O'-TYPE 
Amazingly Handy New ker 
Complete alphabets printed on 

gummed paper for making 
Photo Offset, Planograph, 
Multilith, Lithograph or Photostat 
jobs Kasy, quick, economical to use. 
No special tools or skill required. Just 


PREPARE OFFSET 
JOB WITH 

The 
Ty pe 
special 
layouts for 


Sth 


clip, moisten and place self-aligning 
letters to make your own headlines 
Eliminate cost and delay of print- 
shop composition. Special introduc 
tory Library of 10 faces, 7 sizes, up 
to 72 pt. hands, arrows, boxes, 


totaling over 
via parcel post 


5,000 characters, 
prepaid for $5.00 
THE STICK-O'-TYPE CO., 
73 Tremont St., Boston, Mass 


Lowbante Admen 


duced newspaper advertising but 
that most international advertisers 
are continuing at a near normal 


Cheer Boom After 
Each War Threat 


returned and brought with it a 
resumption of promotion of basic 
products. Business was almost nor- 
mal by the end of October when 
the neutrality of the three countries 
was again threatened, and was fol- 
lowed by a decline and later by 
another recovery. 

Radio advertising has suffered 
more than space in newspapers, he 
reported, and outdoor promotion has 
also declined. Referring to his own 
country, Mr. Jeannerect said that 
many Belgian companies have re- 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


40 So. Dearborn St. Wabash S655 
CHICAGO 


AZ 


YA 


| / 
| 
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ALADDIN! 

SS 

Aladdin, the lad who got great 

by magic, should order an 

‘at by phoning WHltehall 7575 

pen his eyes wide. The quality 

Teproduction, and speed of both 

k-up and delivery would have him 

‘oDing his lamps in surprise. Try it 

ne yourself 

ATLAS Photo-STATS 


PHOTO COPY COMPANY 
OFFICE 520 NORTH MICHIGAN AVENUE 


AVNET MICHIGAN AVENUE 
Ave rs LASALLE STREET 


rate. Products whose’ promotion 
has been continued stronger than 


| most include proprietary medicines, 
(Continued from Page 1) 


cosmetics and beauty preparations. 

Newspaper circulations have in- 
creased as much as 20 per cent in 
some cases and on an average of 
about 10 per cent, but space rates 
lave not been changed. Advertis- 
ing copy has been greatly affected 
by the war and the mobilization 
spirit, with soldiers often being pic- 
tured under headlines addressed to 
army men or reserves. 

Mr. Jeanneret declared that 
Thompson is the only American 
agency with an office operating in 
Central Europe at the present time. 
Among well known clients placing 
sizable 1940 campaigns, he men- 


Libby, McNeill & Libby. 


Dairy Suppliers 
Set Standard for 


Two-Quart Bottle 


(Picture on Page 39) 

Chicago, Jan. 18.—The compli- 
cated question of standardizing 
two-quart milk bottles was achieved 
by the supply industry at a meeting 
here this week, removing the last 
obstacle in the path of reducing cost 
to the consumer by halving the 
number of deliveries. 

The bottle as standardized fol- 
lows the general shape of the tra- 
ditional one-quart container and 
requires only 25 per cent more 
in the milk truck or family 
refrigerator. Its adoption makes it 
possible to standardize the types of 
machinery and equipment used by 
milk distributors. Heretofore adap- 
tations of existing machines have 
been necessary to handle the vari- 
ous shaped bottles on the market 

Introduction of the two-quart 
bottle has been followed by a sales 
increase of 20 per cent in several 
cities, giving impetus to the plan 
to concentrate on one type of bot- 
tle. The Glass Container Associa- 
tion of America and the Dairy 
Industries Supply Association co- 
| oper ited in this move 


| 
| 


space 


tioned Pond’s Extract Company and | result was an about-face 


Brief Commercials 
Held Potent Sales 
Factor for Sponsors 


Many Using Less Time 
Than Proportion Sug- 
gested by NAB 


Chicago, Jan. 18.—Steady 
provement in copywriting technique 
during the past ten years has made 
today’s commer- 
cial radio an- 
nouncement a 
punchier, better 
selling message 
than it was in the 
days of “plugs 
unlimited,”  ac- 
cording to Harry 
C. Kopf, network 
sales manager of 
the National 
Broadcast- 
ing Company 
Central Division 
here. Listener 
acceptance, on which the success of 
a sales message hangs, has gone up 
in proportion to the cleverness and 
sincerity of commercials, he added. 

In analyzing the short commer- 
cial, Mr. Kopf pointed out that 
under the commercial time regula- 


Harry C. Kopf 


tions specified by the NAB, busi- 
ness at NBC has increased rather 


than decreased. “In 1939,” he said, 
“NBC enjoyed the best year in its 
sales history. This applies not only 
to the Central Division, but to the 
company as a whole, and it cer- 
tainly offers proof that sponsors 
have felt that the time limitation 
has placed no restriction on the 
performance of a splendid sales job 

“In the early days the commer- 
cials were very short. When the 
Pepsodent Company first sponsored 
Amos ‘'n’ Andy, the credits were 
only about a half minute in length 

-two per broadcast. Then came 
the time when advertisers con- 
tended ‘the more you tell, the more 
you sell,’ and consequently they did 
just that three times on a 15-minute 
script show. When an important 
contest was being launched, no 
attention was paid to the length of 
the commercials—they often ran 
from five to seven minutes 
good 15-minute show 


Listeners Angered 


“The effect was demoralizing on | 
bitter | 


the listening audience and 
complaints were received. We 
most of the advertisers then 
ized that ambitious, lengthy com- 
mercials would eventually kill the 
goose that lays the golden eggs. The 
and now 
the average time used by a sponsor 
usually falls short of the maximum 
allowed for the credits, which is 
approximately ten per cent of an 
hour period and a little more fo1 
a half hour and 15-minute shows 
Our increase in 
reduced commercials, proves that a 
successful job on radio is more a 
matter of skillful copy than 
a matter of time 

“Listener acceptance furnishes 
the key as to what we may say 
and how we shall say it on the air. 
If the listener approves of the com- 


and 


sales, 


sales 


mercial you can usually check it 
almost at once on the upward swing 
of the sales curve. The listener 


appreciates deft handling of a sales 
idea, and agencies are coming more 


and more to the belief that a suc-| 
cessful commercial is one _ that 
doesn’t violate the flavor of the 


show too sharply.” 

S. C. Johnson & Son’s “Fibber 
McGee and Molly” program was 
cited as an example of this tech- 
nique. William Connolly, advertis- 
ing manager, asserted that even 
though the use of Johnson's Glo- 
Coat and other wax products in 
every home are of utmost impor- 
tance, it is unreasonable to expect 


radio listeners to be so vitally inter- | 


ested. 
“Consequently,” said Mr. Con- 
nolly, “we strive to merit the good 


will of our listeners by keeping our] 


program entertaining by ntro- 


Iim- | 


ducing our serious sales message in 
a light, humorous manner. This 
necessarily makes our commercials 
brief. We have learned you cannot 
sell a prospect by wearing him out. 
Our increased sales volume leads 
us to believe we are right.” 
Throughout the days of the elon- 
gated plugs, General Foods used 
short, punchy commercials on the 
Jello-O program, apparently with 
good effect. 
Company has always used commer- 
cials of minimum length in its daily 
script show, “The Woman in White,” 


| in the belief that entertainment and 


not 
type 


sales. 


commercial credits creates 
of good will that 


the 
results in 


Pillsbury View Cited 


This sponsor has also constantly 
borne in mind the need for good 
taste in commercials. Conse- 
quently, Pillsbury programs which 
are broadcast on Good Friday, 
Christmas and all other days that 
have a religious or patriotic signifi- 
cance, have been in perfect har- 


mony with the day and commercials | 


have been practically eliminated. 
This policy, according to King 
Painter, vice-president c* Hutchin- 


son Advertising Company, agency 
for the Pillsbury account, is one 
which has evidently been much 


appreciated by ‘“Woman-in-White” 
listeners since many have taken the 
time to comment favorably. 

“Willingness of advertisers to as- 
sign the best minds available to 
developing commercials has resulted 
in a vastly improved and more suc- 
cessful type of announcement. Per- 
fection probably hasn't been at- 
tained yet, but we do have a better 
idea of what the listener will take 
and what he won't,” Mr. Kopf de- 
clared. 


Hansen BBDO Director 


Leon D 
charge of 


Hansen, vice-president in 
the Pittsburgh office of 
Batten, Barton, Durstine & Osborn, 
has been elected a director of the 
agency 


Freeman Shifts Jobs 


James J. Freeman has 
from Erwin, Wasey & Co., New 
York, to join St. Georges & Keyes, 
New York, as director of media. 


resigned 


on ai} 


real- | 


in spite of | 


standards. 
Only by using WMBD can 


Pillsbury Flour Mills | 


Page Is Chairman of 
Copy Advisory Group 


Donald S. Page, Curtis 
ing Company, has been elected 
chairman of the Copy Advisory 
| Committee, magazine division. 

Other newly elected officers are 
| Allison R. Leininger, Parents’ Mag- 
| azine, vice-chairman, and W. C. W. 
|}Durand, Macfadden Publications, 
|executive secretary. Allen R. Dodd, 
Hearst Magazines, Mr. Durand and 
Oliver E. Everett, McCall Corpora- 
tion, colaprise the executive com- 
mittee. The Chicago contact com- 
mittee includes L. M. Bishop, Cos- 
mopolitan; Harry J. Hurlbut, Mc- 
Call Corporation, and Charles H. 
Shattuck, Macfadden Publications. 


Publish- 


Amtico-Trent to 
Broomfield-Podmore 


Broomfield-Podmore Advertising, 
| Trenton, N. J., has been retained by 
American Tile & Rubber Company, 
_Trenton, manufacturer of Amtico 
|rubber tile flooring and Trent rub- 
| ber flooring. 

Business and class papers and di- 
rect mail will be used. Leslie 
Broomfield is account executive. 


Omaha World-Herald 
94.4% Home-Delivered 


10.6% BY ail 


CARRIE 


23.8 % BY 
U.S. MAIL 


5.6% 
STREET 
SALES, 


‘Omaha World-Herald 


National Adv. Repr. 
OMARA & ORMSBEE, Inc. 


It’s Results That Count! 


Over 300 progressive retailers, in Peoria and neighboring 
cities, use WMBD regularly to cover this prosperous Cen- 
tral Illinois market . . . and they renew year after year. 


It's a rich, concentrated area . . . half industrial, half agri- 
cultural . . . with higher-than-average income and living 


this 


600,000 ‘'Peoriarea” be covered 


thoroughly and 


every National list. 


NATIONAL REPRESENTATIVES %& 
Free and Peters, Inc. % 


economically. 
It's one station that belongs on 
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seek to learn why costs of distribu- systems so that all might follow this | tion would be for the guidance of| termine the essential and desirabj. 
FIC Asks Probe |tion apparently are  constantly| pattern. Individual manufacturers, | the FTC in its administration of the| characteristics of the product unde; 
mounting. Commissioner Freer said|he said, have neither the time,| Robinson-Patman Act. Mr. Freer| consideration, and to formulate 


in this connection that the Ford|money nor facilities for such a| told the appropriations committee 


f C Sf k | Motor Company operated on a 15! study. that the FTC is meeting many diffi- 
0 onsumer a e per cent margin in 1914, while in | culties in its work, encounteririg 
1938 the cost of distribution was 24 little explored fields. He also dis- 

bd ss per cent. He also referred to the Three other major lines of inquiry | cussed the consumer’s stake in dis- 
in vertising |Commission’s resale price mainte-|are suggested. The first would|tribution in justifying the project. 
nance inquiry, during which letters | attempt to determine why new in- The Boren bill was introduced in 

. were received from jewelers charg-| ventions are not immediately made} the House June 5, 1939, and repre- 
(Continued from Page 1) |ing that some retail markups ex-|available to consumers and why | sents one of the pet ideas of Secre- 

for the service it renders,’ and | ceeded 200 per cent. they have failed to cut distribution |tary of Commerce Harry Hopkins. 
whether it sometimes performs a Another mystery which the Com-|costs. The second would concern! Under it, the secretary would 
“disservice” from the viewpoint of| mission hopes to solve is why dis-|the extent to which federal and|establish standards for consumer 
the consumer. tribution costs vary sharply from | state legislation influences distribu-| goods when in his judgment such 
|company to company and industry|tion costs through fair trade and | standards are in the public interest. 
'to industry. Freer expressed the|similar laws. Interstate barriers; The Bureau of Standards is as- 
The proposed investigation would|hope that a general inquiry into| would also come in for thorough | signed the task of conducting “such 
cover many other vital phases of|costs and methods might shed a| analysis. investigations and tests of any given 
distribution, however. It would! brilliant light on the most efficient! The final phase of the investiga-! product as may be necessary to de- 


Scope of Investigation 


Many Angles Involved 


UNCLE SAM S@YA: 


i ” 


IF YOU'D LIKE TO BREAK A FEW SALES QUOTAS 
THIS YEAR, CONSIDER THE FOLLOWING: 


Domestic Commerce (published by the U. S. Depart- With sales increasing, employment up and inventories 

ment of Commerce) features these figures for the East decreasing, the East South Central States, WSM’s front 

South Central States. Change from June, 1938 to June, yard, are ready to do a rushing business. WSM. the 

1939, dominant 50,000 Watt Station in this favorable region, 
Wholesalers’ Sales .................. Up 9.7% can carry your sales message to the people who buy, 
Accounts Receivable ................Up 5.1% with a maximum of effectiveness and a minimum of cost. 
I oe eg ne ea ae ee Down 6.1°, May we show you facts and figures / 


Add to these the following: 


| Industrial Employment (8 months)...Up 7.7% 

‘ POOW SP GIB soo cies cccceccacvess Up 40° 
Electrical Power Consumption........ Up 11% 

: CE AG 6400.0 pbs ce dbecneeeres Up 7% ; 

4 ES gsc os Ss waeae hb eae eeee Up 7% ’ NASHVILLE, TENNESSEE 
SE 656 0566 5.006405 4 2403 a RR Up 8° 


oe NATIONAL REPRESENTATIVES, EDWARD PETRY & CO., INC. 


cr TE TSS RS SE 


standard applying to such product” 
Foods, drugs and cosmetics are spe. 
cifically excluded, since they a», 
already regulated by federal lay 


More Than One Grade 


“When it appears desirable in the 
interest of the consumer,” the }j)) 
continues, “to establish more than 
one grade for a given product, such 
grades shall be designated as Grade 
A, Grade B, and so forth; Grade 4 
representing always the grade of 
higher quality. Products may be 
further classified as to type, size. 
color, finish or other useful char- 
acteristics of value to consumer 

“Section 3. Any manufacture, jp 
the United States manufacturing 
any article which complies with the 
requirements set forth in a con- 
sumer standard established under 
the provisions of this act shall hay; 


identify such article accordingly 
When a label is used for this pur- 
pose, it shall identify positively th: 
individual article together with the 
quality and grade thereof under 
such standard, and shall carry ; 
guaranty by the manufacturer that 
the article meets the requirements 
of such standard. The wording of 
the label shall be as prescribed by 
the Federal Trade Commission.” 


To Publicize Lists 


The bill provides that to encour- 
age use of such labels, the Nationa! 
Bureau of Standards shall distribute 
lists of goods guaranteed by manu- 
facturers to meet the requirement 
of a specific consumer standard. T; 
this end, manufacturers shall notify 
the National Bureau of Standards 
in advance, of their intention to la- 
bel a product in accordance with the 
provisions of the act. 

The bureau is expected to achieve 
its objectives with $250,000, if that 
sum is made available. The bil 
authorizes it to secure necessary) 
samples of any product for inves- 
tigation and test, employ personne! 
establish laboratories, purchase sup- 
plies and equipment, perform neces- 
sary travel, erect special temporar 
structures, and provide such othe: 
facilities as may be necessary, prin! 
and distribute these standards, and 
revise them when necessary. 


‘Spencer Appointed 


Charles M. Spencer has bee! 
named advertising manager of the 
Delaware, Lackawanna & Wester! 
Coal Company, New York, distribu- 
tor of “blue coal.” Mr. Spencer has 
been in charge of advertising an 
sales promotion in the company 
Philadelphia office. In the new post 
he succeeds Henry S. Gage, who ha 
been advanced to general sale 
agent. 


Ellis Promotes Torp 


Harry Torp, associated with Sher- 
man K. Ellis & Co., New York, f 
the past four years, has been pro- 
moted to space buyer. E. S. Prat! 
continues as director of media fo 
the agency. 


COLLINS © 
MILLER & 

HUTCHINGS 
INC. 


_ PHOTO-ENGRAVERS 
| IN CHICAGO 
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DEALER SUPPORT ENLISTED BY SERVEL P| O T O ONE BEAUTY BACKS ANOTHER 


Which refrigerator do people 
choose whove had experience ? 


Corl reporter fils om why more and more famules 
replacing other-ty pe retremerators wet 
ervel blectrolux — the valy automatic that treeres slentl 
wich NO MOVING PARTS! 
\ 
4 po id Ba LESS EFFORT NEEDED 
1e 
ae ee Oe a rth: 7 tee eS eee seer NOW! AFTER 10 YEARS OF SteNTING REsEaRCR A | 
PY —E . = WEW WISTOL BELIEF FOR COLD DiscomfenTs 
ye | AND BESIDES .. THE 1940 SERVEL ELECTROLUX 
4 1S ADAPTABLE TO YOUR EVERY NEED! 
4 - 
he 7 
ne ~ x 
er ‘ ae ~ . = of eon @ senses 
at , - . > 
its SEE SERVED AT YOUR GAS COMPANY. we ahs 
of vane Gr aocseneaodn waaaee 
by a 
ir- BLeEcTRe ALSO ON BOTTLED GAS 
al TANK GAS or KEROSENE 
= ids be dau pr torn ts Pedeedla 
1u- 
nts Immediately following the appearance of Servel refrigerator copy in national! 
T magazines, local dealers and utility companies will follow up with messages of When the new standardized two-quart milk bottle was submitted for approval 
be this kind, planned for use in newspapers. * NO TIRESOME RUBBING JUST SMOOTH IT ON in Chicago last week this four-day-old calf (left) registered a moist “aye. The 
‘ds presence of Miss Marjorie Stanley may have had something to do with the vote. 
_ Stanco, Inc., New York, is developing a The new bottle follows the general shape of the one quart container, but is said 
la- START NEW INSTITUTIONAL CAMPAIGN new theme for Mistol in test copy ap- to require only 25 per cent more space in the dairy delivery truck or family 
the pearing in Peoria, Ill. refrigerator. (Story on page 37.) 
eve 
that I th Am Wi GENERAL MILLS STOCKHOLDERS IN REGIONAL MEETINGS 
- ts the erican Wa | | | 


sar} . es TUNITY TE 
v4 -— oppor Priv ARISE 


nel TE 
pOM ent 

sup- ; Frees Speech qs) 

ces- 4 aig? 

rary ‘ 4 5 

the: * 

* 

yrint 2 

and 

pee i 

the 

ter H. W. Prentis, Jr., president of the National Association of Manufacturers, and 

“ibu- head of Armstrong Cork Company, is shown with K. H. Fulton, president, 

- has Outdoor Advertising, Inc., standing before the first of a new series of posters 

and being sponsored by the NAM through the cooperation of the OAA. 

iny 

ce PACKARD EXPANDS PHOTO CONTEST 

sales 
To convert stockholders into more ardent salesmen for the company's products, General Mills, Inc., has been holding a 
series of regional gatherings. This picture, snapped at the Palmer House, Chicago, shows S. B. Dilibert and Mr. and Mrs. 
R. S. Dutton, shareholders; H. R. McLaughlin, president, Washburn-Crosby Company, central division; James F. Bell, chair- 

ae man, General Mills, who is conducting the meetings, and Mrs. E. C. Schweitzer. 

pre 

rom EVERYBODY LOVES A PARADE LIKE THIS 


| 229 Awards—including Five 1940 Putin and °3,600 in cash 


CONTEST STARTS JANUARY 1Sth—COSTS NOTHING TO ENTER! 


a ae 


Ry. i 
5 van eo PACKAROS AS ; ALSO 74 CASH PRIZES 
\ONAL PRIZES! TOTALING $3600 
FST Penzs / St Prue $500 - Oth Pree— $700 
1h Prive—$300 + Oth Prove —§100 


SOND PRi7s 2 | 
a | 150 AWARDS OF MERIT 


8% Ordatirens 


ERS § Sar ~ =euenmn 
Ente lay — Sie your (chard Cealee  FUitograpihic Store 


FOURTH Deis 


Packard Motor Car Company scored so well with its camera contest at New York Eye-Catchers, Inc., New York specialist in advertising photographs, reports that the drum maijorette is the picture 
at *"d Chicago auto shows thet it is repeating the venture on a national scale ‘stopper in greatest demand. These three shots show the favored costumes (left to right) for 1938, 1939 and the latest 
vith five new Peckards offered top prize winners. This copy appeared in Life. 1940 mode! which reveals « trend toward the ultimate minimum in feminine gerb for parade leaders. 
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POE et HELP 


me 
January 22, 19 a 
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SWORN STATEMENT OF CIRCULATION 
OF THE CHICAGO HERALD - AMERICAN 


This is to certify that the Average Daily Net Paid Circulation of the 


Chicago Herald-American (evening) for the four-month period 


ending December 3lst, 1939, was in excess of... 


460,000 


This was more than 50,000 greater than the aver- 


age daily net paid circulation of the Evening American for the 
same period in 1938. During each of the last four months of 1939, 
the average net paid circulation of the Sunday Chicago Herald- 
American showed an increase over the preceding month. Average 


total net paid for the month of December was in excess of 900,000. 


yeereeeee 
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W. J. Parker, Circulation Manager a Gi 
Re 1 
= 7 \9 f \ i “nter 
be advis 
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&.5 Bs 3 um; 
- “a% Py 3 \, \ u E. D. Fulton. Business Manager . 
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a : Wy } ‘) y n° Subscribed and sworn to before me G < * von¢ 
ad 7] " ye this fifteenth day of January, 1940. * “ts c 
ee cg ETT r ¥ favor 
koe ie . f ‘aki 
; . Toheyrhuct. Q. 9 hee | 
a My Commission Expires July 15. 1942 
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